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SPECIALIST 
IN 
SPOTS 


Kids and adults alike get your message when you 
use Spot TV. Millions view these outstanding 
stations in these important markets. That’s why 
leading advertisers put them first on the list in 
their Spot TV planning. It makes the job of build- 
ing sales—child’s play. 


Portland, Ore. 

Providence 

Raleigh-Durham 

Kansas City Rochester 
Little Rock 


Television Division 
Milwaukee 


ward! Petry &'Co., Prac, © | SRW... temeeeto st Po 


The Original Station 
Representative 


ORK + CHICAGO + ATLANTA * BOSTON * DALLAS + DETROIT 
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“HOPE IS A THING WITH FEATHERS” STARS EL! WALLACH, BERT WHEELER, CARMEN COSTI—PRODUCED FOR CBS FILMS BY ROBERT HERRIDGE 


Entire new TV series, “The Robert Herridge Theater,” 
produced on Live Action “SCOTCH” BRAND Video Tape 


“The Robert Herridge Theater” is an unusual half- 
hour television series offering special treatments of 
dramas, jazz and ballet. Produced for CBS Films 
Inc. by Mr. Herridge, all 26 shows have been re- 
corded exclusively on “SCOTCH” BRAND Video Tape. 

Why video tape? Because it reproduced the “live” 
feeling of the original performances, eliminated fluffs, 
cut production costs sharply and made schedules 
more flexible. People throughout the television in- 


WHERE RE 


dustry are turning to video tape for incomparable 
fidelity, speed and economy in recording TV specials, 
location and commercial programming. 

Order your copy of “The Show Is On Video Tape,” 
booklet of three television case studies in planning 
and production of a network commercial, a drama 
program and a local “spectacular.” Send 25¢ in coin 
to cover mailing and handling to 3M Co., Box 3500, 
St. Paul 6, Minnesota. 


TViiwnesora Meine AND Tl anvracrurine COMPANY a —~_ 
el EARCH IS THE KEY TO TOMORROW NN 


““Scotcn” is a Registered Trademark of 3M Co., St. Paul 6, Minn. Export: 99 Park Ave., New York. Canada: London, Ontario. ©1960 3M Co. 













low important is the 284? 
YY © VT: <Res 


Just as important as one’s 2nd shoe is 
Michigan’s 2nd TV market...that rich 





wy industrial outstate area made up of 
LANSING-FLINT-JACKSON and 20 
7 populous cities... 3,000,000 potential 
customers ...684,200 TV homes (ARB 
a March ’60)...served exclusively by 


WJIM-TV for 10 years. 









WI) 4 M = y YW Ws located to exclusively serve LANSING... FLINT...JACKSON 


ee < > Covering the nation’s 27th market. Represented by Blair TV. WJIM Radio by MASLA 
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programming sets the mood 


1960 





that means response to 
your sales messages on 
KOIN-TV, tbe medium in 
Portland, Oregon and 32 


SPOT MARKET PARADE 


Increases in billings reshuffle rankings of top 


2 


—_— 


hard-buying surrounding Vo 
4) : 8 spot tv markets, FCC report shows 
counties. Your customer 
tuned to KOIN-TV is ina 
receptive mood ...a mood 
we've cultivated with a 25 PROGRAM SPECIALISTS 
program format that’s Heritage Productions, completing its third sports 
estiaiel i ay ee show, plans venture into new field 
desires of our community. 


Check the latest Nielsen 
for proof*. 26 


OVON TV 28 “BANKING” ON TV 


Cleveland savings and loan firm discovers spot’s | 
PERSU ability via three-way presentation 
peop E 55 AGENCY COMMERCIAL PRODUCERS ‘ 


An up-to-date directory of producers of television 


LONGER COMMERCIALS 


- 


Are there advantages to be gained in a sponsor 


message of more than one minute? 


Si) 
on 


commercials in agencies in the U. S. 


ORTLAND 


8 Publisher’s Letter 37 Wall Street Report 
Report to the readers The financial picture 


10 Letters to the Editor 
The customers always write 39 Spot Report 
Digest of national activity 
13 Tele-scope 


What's ahead behind the scenes 
48 Audience Charts 


y ‘ Who watches what 
15 Business Barometer 


Measuring the trends 


97 In the Picture 


17 Newsfront : ; 
, Portraits of people in the news 


The way it happened 











30 Film Report 98 In Camera 
Round-up of news The lighter side 
a Highest ratings and widest coverage . 

7 of every 10 homes in Portland and 32 a 

surrounding counties. 
KOIN-TV * Channel 6, Portland, Oregon Television Age is published every other Monday by the Television Editorial Corp., Pub- : 
One of America's Great Influence Stations lication Office : 109 Market Place, Baltimore 2, Md. Address mail to editorial advertis- 

Represented Nationally by CBS-TV Spot Sales ing and circulation offices: 444 Madison ace New York 22, N. Y. PLaza 1-1122. . 


Second class postage paid at Baltimore, Md. 
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how to 
untreeze 


a prospect... 


HARRINGTON, 





Thanks to some homework reading, 
an HR&P salesman came across a 
story in one of the food trade papers 
about a drug company that had 
developed something new. This was 
a product making it possible to freeze fresh fruit, without 
discoloration, in your home freezer. The decision to mar- 
ket in a new field, however, brought up many problems the 
drug company had not faced before. 





The HR&P man called its ad manager and his agency to 
present spot TV as logical for the job — and to ask if he 
could help in the overall marketing effort. 


Turned out he could. They welcomed 
his ideas on test markets and stations 
(from the HR&P list, of course). 
Besides developing effective spot TV 
schedules, he said he’d also be glad to 
line up brokers in those markets...supply them with mer- 
chandising material for their salesmen... arrange for 
mail-pull tests ... and, in general, hold the new product’s 
hand until it got started. Which it did, in a prompt and 
prospering manner . 





Result: within a year, this advertiser 
bloomed from two test markets to 37 
markets. What’s more, the schedule 
was expanded from six to 13 mid- 
Summer weeks! Our man’s initiative 
paid off for HR&P stations and for the spot TV industry. 





WE ADMIT that things like this don’t happen every day, but 
neither are they unusual in our shop. That’s one reason 
why we put such a premium on creative flair and resource- 
fulness in selecting our sales staff. Another is because, rep- 
resenting one medium only, we need place no artificial lim- 
itations on the creation of new business for the spot TV 
industry. Uniquely, we can afford to be creative both ways. 


Carter Knight, 


Boston office 





RIGHTER & PARSONS, Ine. 


ATLANTA + BOSTON + SAN FRANCISCO + LOS ANGELES 
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POWERFUL! 


FIRST RUN OFF NETWORK 
(17 HALE HOURS 





STARRING 


All 117 progr: 117 4 ams sold on n fir st pr resentation 
to WPIX , New York...WGN-TV, Chicago.. 

KTTV, Los Angeles... WMAL-TV, Wash- 
ington, D. C... "WBRE-TV, Wilkes-Barre- 
Scranton ...WALA-TV, Mobile. Many other 
stations in negotiation. Your MCA TV film 
representative can ene the same 
profitable deal for you. Call him today! 


598 Madison Avenue, New York : 02 New York 
tv um syupicarion PLaza 9-7500 and principal cities everywhere 


Produced by Latimer Productions with Revue Studios facilities 








IT'S POWERful! 





See this Hollywood epic... 
final showing tonight at the 
Bangor Drive-in. 





Traffic is snarled on all 
Maine highways. 











(Held over another week) 


Hundreds of local and national 
advertisers have come to expect 
“special” results from Powerful 
Channel 2. 

Combine 2 with Portland’s 6 on 
a national spot buy and save an 
extra 5%. 

See your Weed TV man. 


WLBZ-TV <2¥, 
BANGOR “SP 
MAINE 


MAINE BROADCASTING SYSTEM 
WLBZ-TV, Bangor WCSH-TV, Portland 
WCSH Radio, Portland 
WLBZ Radio, Bangor WRDO Radio, Augusta 
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Letter from the Publisher 


Communist Defeat 


One of the most significant defeats suffered by Communist boss 
Khrushchev during his U.N. invasion was inflicted on him by the 
free and uncensored American system of commercial television. 

Although little has been said about it in the public press, Premier 
Khrushchev is known to be bitterly disappointed at the failure of 
television executives as a whole to seek him for interviews, to follow 
his every movement on camera or to offer their facilities as a sound- 
ing board for his Communist doctrine. With only a few exceptions, 
television coverage of the Khrushchev visit was limited to the floor 
of the United Nations, where the Red leader, with his boorish 
manners and unpleasant ranting, came off rather badly. 

It is evident that what Mr. Khrushchev had in mind when he 
planned his visit was something entirely different. With memories 
of his visit a year ago, when America rolled out the red carpet 
from coast to coast, and networks and local stations alike followed 
his every move for many hours daily, he expected that this trip 
would give him an opportunity to win converts for the Communist 
line among the nation’s millions of viewers. 


First Visit Different 

More than a hint of this interest in the American tv audience is 
indicated in Face to Face With America, the book written by Soviet 
writers who accompanied their chief on the 1959 tour. 

It says in part: “. . . nearly the whole American people saw and 
heard Khrushchev speaking. That miracle was performed by tele- 
vision. . . . There are over 50 million television sets in the United 
States. In its power to influence public opinion, American television 
has long since outdistanced press, radio and cinema. . . .” 

Speaking about the many hours the Soviet party was on the air, 
the book adds: “It would be naive to suspect America’s tele- 
vision bosses of being exceptionally objective. They simply could 
not ignore the demands of millions of American viewers. . 

Their belief that the tv coverage was valuable as a propaganda 
medium is indicated in the comment: “To the specific nature of 
television, Americans owe the fact that the great ideas of Khrush- 
chev’s tour reached them in their true shape and not distorted in 
the crooked mirror of the tendentious press. 2 


Tv was Ready 


Well, it didn’t turn out that way this time—not at all. While the 
Khrushchev visit was covered, and covered adequately by all of 


the networks and many independent stations, what this coverage 


showed was the Soviet chief as the blustering bully that he is. 

Although the State Department had felt it necessary to warm 
television executives not to give the Communists a chance to use 
their facilities as a propaganda medium, this warning proved un- 
necessary and in fact unwarranted. Television executives have 
proved many times their adequacy to operate their powerful 
medium. 

The Khrushchev visit gave them another opportunity to prove 
it, and they came through with flying colors. 


Cordially, 
bp fuk 
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**South Bend’s 
Your Best Bet!” =, 


Young man — put the odds in your favor by picking the South 
Bend market. This Metro Area alone has a household income of 
$7553, highest in Indiana! Include the other 14 counties of the 
South Bend market, and it parleys into $1.7 billion in buying 
power. South Bend’s a winner, going away. 


And here’s how to pick the daily double. Let WSBT-TV carry 
your product colors. This station has the inside track into the 
market’s TV homes... year after year gets over 45% share of 
sets in use . . . currently carries 35 of the top 50 locally-favored 
programs. Top-rated CBS shows and popular local programs keep 
WSBT-TV in the winner’s circle! 


Want the latest scoop? Call your Raymer man. He'll trot over. 


WSBT-TV 


SOUTH BEND, INDIANA 


CBS Channel! 22 
TELEVISION 


NETWORK ONE OF CBS' HIGHEST-RATED STATIONS 


Ask Paul H. Raymer, National Representative. 
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ANOTHER TOP NAME IN THE 
BIG J. ARTHUR RANK PACKAGE 
OF POST 50 HITS MADE FOR 
AMERICATO ENJOY (121NFULL 
COLOR).GETFULL DETAILS ON 
THE “BUY” THAT RANKS=I 


RANKS =1 FOR BIG NAMES 
RANKS =1 FOR CURRENT HITS 
RANKS =1 FOR FULL COLOR 
RANKS =1 FOR SALES IMPACT 


FOR FULL DETAILS, CONTACT: 


MICHAEL M. SILLERMAN, EXEC.VP pa ® 
PROGRAMS FOR TELEVISION. INC. [) { 
1150 6TH AVE..N. ¥.36 YU 6-3650 
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Helpful Tool 


. . - | was quite impressed with . . . 


the article concerning “Independent 
Television Stations” dated Aug. 22, 
1960 .. . I feel that your article can 
be a very helpful selling tool for our 
station. ... 


| 


Cat DRuxMAN | 


KTVT Dallas 


Tallahassee Market 


In the September 5th issue study, | 


“The Whole vs. the Parts,” the Niel- 
sen Station Index market listed as 
“Tallahassee” is actually the “Albany- 
This 


was our error, and we would appreci- 


Thomasville-Tallahassee area.” 


ate your help in correcting it for your 
readers. 

ERwIn H. EpHRON 

Public Relations 

A.C. Nielsen Co., New York 


NIELSEN ARTICLE INCORRECTLY STATES 
TWO STATIONS IN TALLAHASSEE, NEAR- 
EST OUTSIDE STATION LICENSED TO AL- 
BANY, GEORGIA, 78 MILES FROM TALLA- 
HASSEE. JUNE 18 TRENDEX 
WcTV 92 PER CENT TALLAHASSEE AUDI- 
ENCE. 
SHOWS WCTV 
COUNTY 
RATING 


SHOWS 


MARCH NIELSEN BREAK-OUT 
75 PER CENT THREE- 
AUDIENCE. OUTSIDE STATION 
SHOWN IN ARTICLE TECHNI- 
CALLY IMPOSSIBLE. 

BILL WOODS 

NATIONAL SALES MANAGER 


WCTV TALLAHASSEE 


KTVK in Phoenix 

. in the September 19th issue 
of TELEVISION AGE in the article “Ex- 
panding Tv Coverage” you quite ob- 
viously omitted channel 3, KTVK in 
Phoenix, Ariz. KTVK is the ABC af- 
filiate 
been in existence for nearly seven 


station in Phoenix and has 


years. ... 
Burton B. LaDow 
Station Manager 
KTVK Phoenix 
Note: Omission of KTVK was a printer's 


error. Phoenix stations include KTVK, 
KOOL-TV, KPHO-TV, and KVAR. 





CHANNEL 9 
WTVM 


COLUMBUS, GA. 


@ AGreat New Market! 


82% unduplicated audience 
on the only primary ABC sta- 
tion between Atlanta and the 
Gul! 


@ Top ABC Programs! 


Shows like Maverick, Chey- 
enne, The Real McCoys, Sun- 
set Strip, Hong Kong, and 
The Untouchables. 


@ The Best of NBC! 


Programs like Wagon Train, 
The Price Is Right, Perry 
Como, and the Huntley-Brink- 
. plus top syn- 
dicated programs. 


ley News . . 


CHANNEL 9 





COLUMBUS, GA. 


Call the man from 
YOUNG TV! 


Ask about 
availabilities on 
WTVC CH. 9 
Chattanooga, Tenn. 





The #1 night-time 
station ‘n 
Chattanooga! 
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ROADCASTERS' ROMOTION SSOCIATION 


‘ SHERATON CHARLES HOTEL 
NOVEMBER 14-15-16 NEW ORLEANS, LA. 
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Spend your time more profitably 
in North Carolina where WSJS 
television gives you grade A 
coverage of a bigger retail sales 
market than any other station 


WSIS television 


Winston-Salem / Greensboro 


RB CHANNEL 12 
Se 





ni 





WHAT’S AHEAD BEHIND THE SCENES Te le =SCODp & 


Buys From Boston 

Shetland Co., Inc., maker of floor polishers, returned 
to spot tv last week after a year-and-a-half out of the 
medium. Schedules of filmed minutes in day and late- 
night slots are getting under way in about 21] major mar- 
kets for a pre-Christmas campaign. Marie Kachinski is 
media director and buying contact at Silton Brothers, 
Callaway, Inc., Boston agency also placing regular spot 
schedules for Bleach Tabs—a product of the Barcolene 
Co. distributed along the east coast from New England 


to Washington, D. C. 


Osterizer Blends Media 

John Oster Mfg. Co., maker of Osterizer blenders and 
other appliances, will unveil its biggest pre-Christmas 
campaign next month in tv and radio schedules in 50 
markets. “While radio will be used in a ‘majority’ of the 
markets,” said Don Jagoda, merchandising manager at 
S. J. Reiner Co., Oster agency in Mineola, N. Y., “the 
number of tv markets will be more than merely one or 
two.” Filmed minutes—three commercials featuring the 
entire “Golden Circle” line—will run in daytime house- 
wives’ programs, late movies, etc., for four to six weeks. 


Columbia Sets Up New Tv Unit 

Columbia Pictures has established a new unit to market 
foreign-made features to television stations. The new unit, 
headed by Jay Cipes, will distribute a package of 21 
movies, most of which were made in France and Italy. 
Screen Gems, Columbia’s tv arm, which has been dis- 
tributing earlier domestic films and is now readying a 
batch of post-’48 movies, reportedly had no interest in 
marketing the foreign films. Mr. Cipes, however, has had 
experience in the field (he was with Flamingo Telefilm 
Sales). All of the features will be dubbed, and seven are 
in color. 


Tv Plans For Playtex 

International Latex Corp.’s Playtex girdles, moving 
early next month into some 70 major markets with 13- 
week schedules of nighttime minutes, intend to continue 
in television despite the withdrawal of some competitors 
from the medium. Playtex account executive Bill Ennis 
at Ted Bates & Co., Inc., said the account had no trouble 
clearing its commercials with the networks and stations— 
rumored to be the reason behind other names dropping 
tv. “You can advertise the products,” he said, “if you 
take special care not to offend, and if you check your 
storyboards with the NAB and networks. We see no 
reason to leave a medium that’s doing a good job over 
such simple matters.” 


Greater Creativity For Producers? 
“The creative process must continue inside the studio; 
it must be fulfilled on film,” says Robert L. Lawrence, 


president of Robert Lawrence Productions, Inc. Address- 
ing the fourth annual Industrial Film and Audio-Visual 
Exhibition in New York last week, Mr. Lawrence stressed 
the need for film producers to assume a greater creative 
role in the production of tv commercials. Through the 
director, he said, several areas could be improved: in 
casting, the exploration of new talent resources; on stage, 
the establishment of “pre-acceptance” in the opening mo- 
ments of the commercial; on film, the evocation of an 
emotional response from the viewer. 


Chance For Chainsaws? 

With competitor Remington readying a fall-winter push 
on its line of chainsaws (see Spot Report, this issue), 
activity could be forthcoming shortly from McCulloch 
Corp. Fuller & Smith & Ross recently completed new 
“stroboscopic” tv films for the client to be supplied to 
McCulloch distributors who place individual schedules 
on the chainsaws in their own farming and lumber areas. 


Tv Men In CBS Radio Group 

Recent meeting of CBS radio affiliates in New York 
served to emphasize once more the importance of tele- 
vision in the broadcasting picture. John S. Hayes, who 
was reelected board chairman of the radio group, is presi- 
dent of wrep-tv Washington; Jay W. Wright, elected 
vice chairman, is president of KsL-Tv Salt Lake City, and 
E. K. Hartenbower, reelected secretary-treasurer, is vice 
president and general manager of KCMO-Tv Kansas City. 
The three directors-at-large include Thomas C. Bostic, 
president of Cascade Broadcasting Co., which owns KEPR- 
TV Pasco-Kennewick-Richland; Larry Haeg, wcco Min- 
neapolis, radio affiliate of wcco-tTv Minneapolis, and Rob- 
ert McConnell, vice president and general manager of 
WISH-TV Indianapolis. 


This Year’s Research 

Illustrating that today’s studies often come up with 
different answers than yesterday’s is the case of Florists 
Telegraph Delivery Association, an account handled by 
Keyes, Madden & Jones Advertising, Chicago. When 
KM&J won the account two years ago, an agency execu- 
tive noted that a primary factor in the decision was a 
well-researched recommendation that FTDA use heavy tv 
spot schedules just before major holidays, rather than 
spread its budget over a long-term network program as 
it was doing. In 1959 the spot plan was followed, but 
this past spring saw the florists buy two NBC-TV two- 
hour operas. Recently Dr. Jaye Niefeld, KM&J research 
director, told an American Marketing Association group 
that a 12-market test showed outdoor to be the best 
medium for FTDA. For the rest of this year, at least 
or until new research is in—tv is out of the florists’ 
picture. 
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WJAR-TV SCORES NEWS BEAT 
’ AT NEWPORT JAZZ FESTIVAL 


On TV news programs throughout the nation, a startled 
nation watched the explosive riot at the Newport Jazz 
Festival last July — thanks to a crack camera crew of 
WJAR-TV. WJAR-TV filmed this major news event, and 
supplied NBC, CBS, TELENEWS and other New England 
stations with film. At the same time, WJAR RADIO fed 
NBC's ‘Monitor’. Major scoops like this are another 
reason why the Peabody-Award-winning News Depart- 
ment of WJAR-TV dominates the Providence market! , 


WJAR-TV CHANNEL 10 « PROVIDENCE d 










— 


a 


Represented by 





loo 


rn 


| 
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Business barometer 


National spot television billings staged a big comeback in August. In fact, the 
gain over July billings was the largest reported for the period within the 
seven-year history of Business Barometer reports. 





As reported, the July billings for national spot were down sharply, due in larg:s 
part to the fact that both political conventions fell within the month. 





August spot totals were up 9.6 per cent as compared with that in July, the 
TELEVISION AGE survey NATIONAL SPOT 
of stations in all { 
parts of the nation 
finds. 





month-to-month and vyear-to-vear com partsor 


August 1960 spot totals were 
up 7.2 per cent ahead 
of those in August 
1959, the same 
national check reveals, 








In other years the month-to- 
month comparison has 
shown national spot in 
August off from July 
in six of the seven 
years which the report 
covers. Only in 1955 
was there an increase 
for that period when 
the gain was recorded 
as 2.4 per cent. In 
1954 there was a loss 
of 3.4 per cent, in 
1956 a loss of 2.3 per 














cent, 1957 off 2.7 per ! 
cent, 1958 down 5.0 7 
per cent, and last i 
year national spot was I 


off 3.3 per cent be- 
tween July and August. 


But, as pointed out earlier, this year was different. Displacements caused by the 
conventions must be blamed for the 22.7-per-cent drop of July national spot 
under that in June. The 9.6-per-cent gain in August is a healthy sign 
of spot’s constitutional vigor. 





Starting with this issue, the charts which accompany the Business Barometer reports 
have been simplified to make quick understanding easier. The solid top 
line, as in the previous charts, indicates the month-to-month changes 
billings. This month, for example, there was a gain of 9.6 per cent, which 
is indicated on the chart. 





The lower dotted line indicates the change in billings from year to year. If 1960 
billings are ahead of 1959, the percentage is indicated by the number of 
points at the side of the chart. In the same manner, the rare occasions 
when 1958 monthly billings are ahead of 1960 are also indicated by the 
dotted line. 
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GREAT COVERAGE! !!!!00U0 (0TH 


. covering 31 rich trae -agri 
contin: . 648,000 TV homes. 
2,000,000 TV viewers. 





GREAT FEATURE wainsiilie Mn 


Most complete and outstanding library in 
the market ... MGM, Paramount, RKO... 
with over 3,000 feature film titles. Plus TOP 
SYNDICATED FILMS: The Blue Angels... Two 
Faces West... Whirlybirds . .. Trackdown... 
U.S. Marshal. 


COOOL MILWAUKEE—TV CAPITAL OF WISCONSIN 


The STORER Station Backed by 33 Years of Responsible Broadcasting M# Call Blair Television Associates 
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THE WAY IT HAPPENED 


FSR beefs up its television department ..... page 17 


Attention-winning shows besi for sponsor ... page 93 


Public has much the biggest tv investment... page 96 


FSR Moves Toward TV 

With the obvious intention of in- 
creasing its television and radio bill- 
ings, Fuller & Smith & Ross is re- 
aligning its television-radio organiza- 
tion with a key move: the appoint- 
ment of experienced Edward H. Ma- 
honey as vice president and manager 
of the FSR department. 

The agency, which billed an esti- 
mated $45 million last year, has been 
heavy in magazines, with some 64 
per cent of its business in that me- 
dium, 24 per cent in television and 
four per cent in radio. 

Under the new set-up Arthur E. 
Duram will continue as senior vice 
president for radio and _ television. 
Mr. Mahoney, who will report to Mr. 
Duram, was formerly a_ broadcast 
vice president with Benton & Bowles 
and Cunningham & Walsh, where he 
served on the important Procter & 
Gamble Tide, Zest, Press, Camay, 
Ivory Snow and Crest accounts. He 
has also worked with the General 
Foods, Arnold bread and Best Foods 
accounts as well as on Texaco, Col- 
gate, Woodbury, Smith-Corona and 
Crown Zellerbach. Mr. Mahoney will 


have prime administrative responsi- 


bility for planning and executing 
\ I : £ 





drthur E. Duram, senior vice president for television and radio, Fuller & 


commercials, for commercial budget 
control and for copy and production 
personnel. Peter Cardozo, vice presi- 
dent and radio-tv copy creative di- 
rector, will have his responsibilities 
expanded to include production. 

As part of the new plan, an auton- 
omous creative unit for Alcoa tele- 
vision has been set up in FSR’s radio- 
tv department. This nine-man group 
is headed by George Wyland as crea- 
tive director and will have its own 
art directors, writers, producers and 
editors. The group will be responsible 
to Tom Slater, account executive at 
FSR in David 


Matthews was named vice president 


Pittsburgh. Earlier 
and director of network programs for 
the agency in its Los Angeles office. 
To prove its intention of attaining 
a position of tv leadership, FSR has 
expanded its New York headquarters 
to include the most advanced elec- 
tronic equipment and a_ complete 
closed-circuit tv system. The new 
workshop permits testing under ac- 
tual telecast conditions new ideas for 
advertising all kinds of products. 
Equipped with cameras, tape recorder 
and necessary lighting devices, the 
new television studios and screening 


staffed with 


room are completely 





Smith & Ross, explains effective audience-rating theory. 


ewstron 









Edward H. Mahoney is the new vice 
president and manager of tv and 
radio at FSR. 


technicians and provide the agency 
with a proving ground where costly 
risks can be eliminated prior to ac- 
tual film production. 

“We intend to intensify creative 
service for present broadcast clients 
and greatly expand our radio-tv po- 
tential,” says Mr. Duram, promising 
“more probing analyses of television’s 
future role for all agency clients, as 
well as buying and creation of net- 
work programs and planning of ma- 
jor tv campaigns.” 

Criticizing the present forced for- 
mula programming, Mr. Duram 
charged: “The tv establishment has 
pursued the safe-at-any-price ap- 
proach to tv, and through its deadly 
adherence to programming for noses 
instead of people has created an 
image which engulfs us all. But all 
of us don’t agree with what they've 
done to tv. For eight years the half- 
dozen giant agencies which plan and 
buy programs for impulse package 
goods have concentrated so hard on 
television’s great distraction, the cost- 
per-thousand theory, that most other 
agencies are condemned just by being 
in the same business.” 

The answer, in the opinion of the 
tv executive, is an individual concept 
of programming providing quality, 
showmanship and originality. Good 


programs, he pointed out, also 


(Continued on page 93) 
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now... 61 of 20th Century-Fox’s)m 


with many 57's and 58's, featuring) 1 





Bette Davis, Anne Baxter Gregory Peck, Hugh Marlowe Loretta Young, Celeste Holm Jeanne Crain, Linda Darnell, Ann Sothem 
“ALL ABOUT EVE” “TWELVE O'CLOCK HIGH” “COME TO THE STABLE” “A LETTER TO THREE WIVES” 





5. wY 


Marlon Brando, Anthony Quinn Burt Lancaster, Dorothy McGuire, Cary Grant, Ann Sheridan Edward G. Robinson, Susan Hayward 
“VIVA ZAPATA” “MR. 880” “| WAS A MALE WAR BRIDE” “HOUSE OF STRANGERS” 


42 | Academy Awards and Nominations in N TA’s 


(’simost memorable feature films.. 


46: 


Today's Top Film and TV Stars 


Now... comes the first major package of Post-’48 feature films for 
television. Produced by that master studio, 20th Century-Fox, many 
of these dynamite-laden feature films are pre '57’s and "58's. And 
they feature today’s stars today! Many players in them are top tele- 
vision stars today, as well as big current motion picture draws. 





In NTA's “61 for ’61” Package, too, are winners of 42 Academy Awards 
and Nominations. Produced at a cost of $75,000,000, they are superior 
to most network “‘specials”—in star value, in property value and in 
attraction value. And they also include a few all-time classics, such as 
“Berkeley Square.” 


Gregory Peck, Anne Baxter Jack Palance, Richard Widmark 
YELLOW SKY” “PANIC IN THE STREETS” 


Some of the biggest box office grossers of all times, they're sure to 
win big audiences and big ratings, as they reach television screens 
throughout the nation. Safeguard your market—protect the prestige 
of your station—by making plans to obtain them for your city today. 
Get in touch with your nearest NTA Sales Office—this moment even 
—or with 


E. Jonny Graff, V. P. in Charge of Sales, Eastern Div., 
10 Columbus Circle + JUdson 2-7300 


Berne Tabakin, V. P. in Charge of Sales, Western Div., 
9570 Wilshire Bivd., Beverly Hills, Calif. * CRestview 4-0411 


Montgomery Clift, Paul Douglas anes ae ee berg 10 Columbus Circle, 
‘THE BIG LIFT’ New York 19, WN. Y. 
JUdson 2-7300 


FLASH; Here are the stations that already own this package, Today! 
Albuquerque, KOB; Cincinnati, WLW-T; Fort Smith (Ark.), KFSA; Hart- 


ford, WHNB; Kalamazoo, WKZO; Knoxville, WATE-TV; Las Vegas, KLRJ; 
Pr Miami, WCKT: New York, WNTA-TV; Omaha, WOW: Philadelphia, WRCV-TV. 
Phoenix, KPHO; Providence, WJAR-TV; Rock Island, WHBF; Salt Lake 


City, KTUV; Spartanburg (S. Car.), WSPA; Springfield (Mass.), WHYN-TV; 
St. Louis, KTVI; Twin Falls (idaho), KLIX; Washington, D.C., WRC-TV. 











No significant difference! 
This was the verdict of 


ee ol the prestige 
dpe 2a" independent with 


| analysis of the audiences 


| of two New York TV stations network 


| =the leading Network station 
and wrrx, the prestige di ’ 
a auqaiences.: 
| provides a direct comparison 

| of the audiences of both stations 
| during the hours 7-11 PM, 
seven nights a week: 











| FAMILY INCOME 
| HOME OWNERSHIP 


| AUTOMOBILE 
OWNERSHIP 





SIZE OF FAMILY 
AGE OF HOUSEWIFE 


OCCUPATION, HEAD 
OF HOUSEHOLD 
Nielsen states: “None of 
_ the comparisons yielded a 
significant difference.” 
Saying it another way, the 
“content” of a rating point 
on wWPIx and the leading 

Network station is the same! 
(Details upon request) 


















| where are 
your 
60-second 
commercials 
tonight? 
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Increases in billings reshuffle ranking of top spot tv markets, FCC reports 


inal Federal Communications, Commission 

figures on national spot revenues for 1959 
enable a closer look at how the leading tele- 
vision markets fared last year. 

With spot totals showing a 22.9-per-cent in- 
crease and reaching $424.2 million, it is not 
surprising that most of the major markets 
showed a hefty increase. The annual TV AGE 
table of 50 spot markets with three or more 
stations shows just how hefty this increase was. 

Based on the FCC report on individual mar- 
kets for 1959, the annual table compares spot 
billings with population, agency ranking of top 
television markets and the spot rank the pre- 


vious year. With spot revenue the most impor- 
tant single source of income for television 
stations, its importance in determining the posi- 
tion of a television market can hardly be over- 
rated. As in previous years there were some 
interesting changes in 1959. 

In the top 50 spot markets the one showing 
the greatest percentage increase in spot billings 
was Buffalo-Niagara Falls, which was up 59.62 
per cent in spite of the fact that there was one 
less station in the market than had reported in 
1958. Second biggest percentage increase in 
spot was for Hartford-New Haven, with a gain 
of 43.22 per cent, but here two stations had 


21 








been added to the totals since 1958. 
One of the greatest increases was 
shown by Baltimore, where total spot 
billings for the same stations jumped 
38.15 per cent, according to the FCC 
report. Following Baltimore were 
Philadelphia, with a gain of 33.77 
per cent for the same stations; Los 
Angeles, with a gain of 32.47 per 
cent; Des Moines, 31.33 per cent, 
and Boston, 30.85 per cent. 

A number of cities showed a spot 
gain of 25 per cent or more, in- 
cluding San Francisco, 29.47 per 
cent; Chicago, 27.57 per cent; Pitts- 
burgh, 25.11 per cent; St. Louis, 
28.61 per cent; Seattle-Tacoma, 
27.73 per cent; Houston-Galveston, 
26.41 per cent; Dallas-Fort Worth, 
25.55 per cent; Sacramento-Stockton, 
26.05 per cent; Oklahoma City-Enid, 
29.22 per cent; Tulsa 26.84 per cent, 
and Nashville, 26.60 per cent. 


Changes in Rank 


While the percentage of change in 
spot business from year to year 
would seem to indicate the success or 
failure of sales efforts of stations 
and their representatives in the vari- 
ous markets, the rank of spot mar- 
kets nationally is also interesting. 
There were a number of changes in 
position during 1959. 

Position of the top five spot mar- 
kets—New York, Los Angeles, Chi- 
cago, Philadelphia and Boston— 
remained unchanged from that in 
1958. Pittsburgh, number seven in 
1958, stepped up one spot to six, 
replacing Detroit, which fell a notch, 
although spot sales increased more 
than 15 per cent for the year. San 
Francisco and Cleveland were un- 
changed at eighth and ninth, respec- 
tively. St. Louis gained a notch, re- 
placing Washington in the first 10 
spotwise. 

With its big increase in spot bill- 
ings, Buffalo-Niagara Falls jumped 
all the way from 20th in 1958 to 
12th last year. Hartford-New Haven 
did almost as well, rising from 19th 
to 13th, and Baltimore was not far 
behind, climbing from 18th to 14th. 
Milwaukee dropped from 12th to 
15th in rankings, while Indianapolis- 
Bloomington fell from 13th to 18th, 
and Minneapolis-St. Paul from 14th 
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to 19th. 

Kansas City dropped in relative 
ranking for spot business from 17th 
to 20th, while Houston-Galveston 
held its position at 21st, Miami at 
22nd, and Dallas-Fort Worth at 23rd. 
Portland, Ore., gained a notch in 
swapping positions with Columbus in 
24th and 25th, respectively. Atlanta 
remained 26th, Sacramento-Stockton 
climbed from 30th to 27th, and Den- 
ver from 29th to 28th. Albany-Sche- 
nectady-Troy dropped two rungs 
from 27th to 29th, and New Orleans 
from 28th to 30th. 

There were other changes in the 
last 20. Making the top 50 markets 
for the first time were Nashville, 
which this year ranks 45th as com- 
pared with 5lst last year, and Phoe- 
nix-Mesa, 48th as compared with 
52nd a year ago. 

The importance of the top 50 spot 
markets in the entire spot picture is 
clearly indicated by analysis of the 
FCC figures. The first 10 markets 
sold 43.32 per cent of national spot 
business, totaling $183.7 million. 
The first 20 accounted for 56.55 per 
cent, or $239.8 million; 30, 65.78 
per cent, or $279.0 million; 40, 
71.40 per cent, or $302.8 million, 
and all 50 for 75.27 per cent, or 
$319.3 million. 

These figures point up the fact 
that other markets beyond the top 
50 account for slightly less than 25 
per cent of the total spot billings for 
the nation. 


Population and Billings 


One of the interesting comparisons 
which the TV AGE table makes pos- 
sible is that of population rank with 
spot-billings rank. Previous tables 
have shown that they are by no 
means the same, and this year’s fig- 
ures illustrate the point again. The 
population figures used are the pre- 
liminary estimates for the 1960 cen- 
sus, and some small changes may be 
made when the final figures are 
available sometime early next year. 

One need go no further than the 
second city on the spot list to find 
a difference. Los Angeles, which 
ranks third in population (after 
Chicago), ranks second in spot bill- 
ings with its seven tv stations. Phila- 


delphia holds its fourth rank in both 
columns, but Boston, although fifth 
in spot totals, is 13th in population. 

Pittsburgh, too, has far more spot 
business than might be expected of a 
city ranking 16th in population. It 
places sixth in national spot billings. 
Detroit is seventh in spot and fifth 


n population, while San Francisco 


s 12th in population but only eighth 


n spot billings. Cleveland is ninth 
in spot but eighth in population, 
while St. Louis holds its own with a 
10 in both columns. 

While many of the FCC divisions 
do not correspond with those of the 
Census Bureau, most have at least 
one large city as a part of the mar- 
ket designation. Other cities which 
are more than a place or two ahead 
of their population rank when con- 
sidered from a spot viewpoint in- 
clude Cincinnati with a spot rank of 
17 and population of 23; Kansas 
City, 20 and 27; Miami, 22 and 44; 
Portland, Ore., 24 and 32; Omaha, 35 
and 41, and Tulsa, 39 and 49. 


Agency Rating 


The agency list of top 100 tv mar- 
kets, compiled by one of the top 10 
advertising agencies and published in 
TV AGE at the end of 1959, rated cities 
according to their importance as a 
television market. This rating was 
prepared by the agency research de- 
partment and is used by them in buy- 
ing for their national advertisers. 
Many other agencies use the same 
list. 

As a comparison, the ranks as- 
signed by this agency list are shown 
with the spot rankings in the TV AGE 
table. This, too, brings out a number 
of interesting differences. In the top 
10 Boston ranks fifth in spot, sixth 
on the agency list. Pittsburgh places 
sixth in spot and eighth on the 
agency list. Detroit, on the other 
hand, is seventh in spot but fifth on 
the agency list, and Cleveland is 
ninth in spot and seventh on the 
agency grouping. 

Continuing down, the markets rat- 
ing higher in spot than on the agency 
list include: Buffalo-Niagara Falls, 
12 and 20; Milwaukee, 15 and 18; 
Seattle-Tacoma, 16 and 25; Houston- 


(Continued on page 91) 




















50 Top Spot Markets with 3 or More Stations 


With comparison to population, income and agency top 100 tv markets. 
Dollar and percentage comparisons of 1959, 1958 and 1957. 





























= 
Ss 
%* s @ 
DS = = ie 
2. 2 
“2 5 -. 
ee aa ie 
a Se ee %o *58-59 % °57-58 % 56-53 
. 2 @ 4 2 FCC Increase FCC Increase FCC Increase 
zs a2< = & Spot 1959 (Decrease) Spot 1958 (Decrease) Spot 1957 (Decrease) 
New York 1 1 1 1 7 $53,851,982 23.42 $43,633,896 37.67 $31,695,429 (.03) 
Los Angeles 2 2 3 2 7 28,544,778 32.47 21,547,996 11.19 19,378,735 16.05 
Chicago . 3 3 2 3 4 25,326,700 27.57 19,852,448 18.25 16,789,153 7.17 
Philadelphia 4 4 4 4 3 16,278,444 33.77 12,169,328 15.76 10,512,590 7.54 
Boston 5 § 13 6 3 13,191,035 30.85 10,081,360 — — — 
Pittsburgh 6 7 16 8 3 10,782,150 25.11 8,618,156 28.87 *6,687,503 — 
Detroit 7 6 5 5 3 10,042,253 15.04 8,729,106 9.70 7,956,892 11.66 
San Francisco 8 8 12 8 4 9,715,695 29.47 *7,504,311 25.76 +*5,967,286 13.75 
Cleveland 9 9 8 7 3 9,004,293 22.87 7,328,300 19.49 6,132,802 2.37 
St. Louis 10 11 #10 #10 4* 7,014,027 28.61 5,453,855 33.63 4,081,290 (1.83) 
Total top 10 spot markets: $183,751,357; 43.32 per cent of national total 
we 
Washington ll 10 9 ll 4 6,947,540 22.55 5,669,044 24.64 4,548,322 (6.55) 
Buffalo 
Niagara Falls 12 20 20 3t 6,081,427 59.62 *3.810,010 19.01 +3,201,404 6.24 
Hartford j oe r 
ics Mian 13 19 13 6 5,922,295 43.22 4,135,175 30.30 3,173,587 21.48 
Baltimore 14 18 7 145 3 5,791,622 38.15 4,192,395 16.62 3,594,854 11.11 
Milwaukee 18 123 11 138 4* 5,514,731 14.35 4,822,598 13.26 4,257,954 (4.43) 
Seattle 
| Tenens 16 16 25 5 5,421,411 27.73 4,244,478 13.86 +3,727,689 4.55 
Cincinnati 17 3158 23 15 3 5,226,882 20.52 4,336,947 24.59 3,481,095 9.12 
Indianapolis s 
Bloomington 18 13 19 4 5,219,715 15.73 4,510,236 18.65 3,801,438 9.83 
Minneapolis 
St. Paul 19 14 ° 12 4 5,069,538 16.25 4,360,940 17.86 3,700,075 4.81 
Kansas City me if... 87 iz 3 4,939,280 17.41 4,206,926 5.74 3,978,735 01 
Total top 20 spot markets: $239,885,798; 56.55 per cent of national total 
rT. 
Houston " ‘ " 
Sliccintees 21 21 28 3 4,811,299 26.41 3,806,012 7.40 3,543,899 4.07 
Miami 22 22 44 36 3t 4,658,725 24.59 *3,739,250 21.64 3,073,946 9.25 
Dallas 
- te 23 23 ° 20 4 4,528,844 25.55 3,607,315 6.87 3,375,570 8.03 
Portland, Ore. 24 25 32 34 4* 4,129,601 20.47 $3,427,819 19.72 2,863,231 -23 
Columbus 25 24 28 30 3 4,037,519 16.76 3,457,999 16.07 2,979,337 (3.73) 
Atlanta 26 26 24 24 3 3,882,260 24.57 3,116,536 10.66 2,816,263 12.73 
S t 
prucreg = 27 30 © 44 4* 3,382,868 26.05 2,683,765 23.18  *2,178,732 26.25 
Denver 28 29 22 48 4 3,339,662 21.06 2,758,745 16.33 2,371,395 6.99 
Albany 
Schenectady 29 27 ° 4) 3 3,279,405 12.96 2,903,186 30.19 2,230,332 (2.02) 
Troy 
New Orleans 30 2 15 39 3 3,127,200 13.75 2,749,199 11.93 2,456,108 oe 





Total top 30 spot markets: $279,063,181; 65.78 per cent of national total 
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50 Top Spot Markets (continued) 
s 5 
~ 
ag: = ® 
aa. £3 
= 2 3s “ .< 
. = oe 2 %o °58-'59 % "57-58 %o '56-'57 
§$ $$ 8&8 & ¢& FCC Increase FCC Increase FCC Increase 
es ac « = = Spot 1959 (Decrease) Spot 1958 (Decrease) Spot 1957 (Decrease) “ 
Memphis 313321 @ 3 $2,851,841 17.12 $2,434,880 (2.13) $2,487,929 8.84 
Oklahoma City s er ; 
Enid 32 34 49 3 2,837,652 29.22 2,196,012 5.63 2,078,981 — 
a , 
Se, Penetiare 33 36 Ss 38 2,530,540 19.44 2,118,666 20.51 1,758,080 23.07 
Harrisburg the 
Lancaster es , z 5 —_ 
York 34 33 az séSt 2,517,521 14.28 2,202,946 — — a 
Lebanon - 
Omaha 358 36 41 & 3 2,414,862 17.33 2,058,182 — _— — dis 
Des Moines 36 39 ss 63 2,354,917 31.33 1,793,169 -96 1,776,053 7.85 As 
Rochester, N.Y. 37 38 38 54 3 2,246,297 23.12 1,824,415 2.71 1,776,210 (8.16) Go 
San Antonio 38 41 #17 68 4 2,066,914 18.59 1,742,904 (1.58) *1,770,885 (12.83) Mc 
Tulsa 39 43 49 53 3 2,004,693 26.84 1,580,509 1.66 1,554,683 11.23 f 
Norfolk - 
Portsmouth = ow 
Newnes News 40 37 55 4 2,004,367 (0.48) 2,013,988 45.86 1,380,745 (15.20) ee 
Hampton 
Total top 40 spot markets: $302,892,785; 71.40 per cent of national total me 
in 
an 
agi 
Altoona tio 
Sohustewe 41 40 22 3 1,902,886 8.54 1,753,191 — — — ' 
. Bs or 
| Wichita 
eo 42 44 61 1,829,009 18.66 1,541,439 11.81 1,378,678 21.28 an 
Spokane 43 42 7% 863 1,794,017 10.79 1,619,301 10.00 1,472,102 (9.92) sui 
Charleston se 
Oak Hill 9 - 2 tic 
Huntington 44 46 31 4 1,785,071 21.7 1,465,708 5.20 1,393,271 (4.40) de 
Ashland 
Nashville 45 51 42 3 1,609,265 26.60 1,271,154 6.04 1,198,748 13.00 > 
Cedar Rapids 
| Wtlins 46 48 60 3 1,570,413 22.49 1,282,058 1.14 1,267,555 (4.99) - 
Fresno 47 47 76 863 1,560,522 7.09 1,457,154 (5.04) 1,534,438 — fa 
Phoeni 
— 48 52 83 4 1,467,115 20.90 1,213,501 4.47 1,161,533 20.89 1 
Portland 
| Poland Spsing 49 49 57 3 1,461,118 14.42 1,277,015 — — — 
Flint 
Saginaw 50 31 42 3+ 1,430,015 (42.33) *2,479,637 — — —_ 
Bay City 
Total top 50 spot markets: $319,302,216; 75.27 per cent of national total 
*Not all stations operated the full year in this market tOne less station than in 1959 
+One less station than in 1958 © Area does not compare with that included in FCC totals 
**Two less stations than in 1959 
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Heritage Productions, 
completing third sports 
show, plans ventures 


into new fields 


a (Skip) Steloff, who has been 
moving among the Goliaths of 
the syndication industry like an un- 
armed David, has established himself 
as a force in that competitive and 
disordered field in the past 18 months. 
As distributor of Campy’s Corner, 
Golf Tip of the Day and Magic 
Moments in Sports, Mr. Steloff has 
found and exploited a market of his 
own: specialty fare, attractively and 
expensively produced. 

His achievements take on added 
meaning when it is considered that 
in the very period when he established 
and developed his company—Herit- 
age Productions, Inc.—the syndica- 
tion business ran into hard times, 
brought about by a glut of product 
and decreasing time availabilities. His 
success can be attributed to a good 
sense of timing, an intuitive apprecia- 
tion of the needs of the market, the 
development of video tape and pie- 
splitting talent-participation deals. 

The second point—anticipating 
market needs—is probably the major 
factor in the company’s growth. “In 
order for a company of my size to 





Producer and star 


Program 


















prosper,” he says, “we must do new 
think*ng every day—zig when the op- 
position zags. We have to sell stations 
ideas, and we've discovered that if a 
station likes the idea it will find time 
for you.” 

This business of marketing new 
ideas in programming is a risky one, 
and Heritage adds to the risk by 
pilots. 


refusing to do _ expensive 


“Everything we decide to do gets 
produced—we can’t afford to take big 
losses on pilots,” Mr. Steloff explains. 
“As a matter of fact, I'd say we take 
bigger gambles in the face of condi- 
tions today than anyone else. As an 
example, we're going ahead with pro- 
duction of 195 segments of Golf Tip 
of the Day, the equivalent of 39 half- 
hours.” 

As a matter of fact, Heritage cur- 
cently has going for it probably more 


production than any other syndicator. 
In addition to Golf Tip, another 52 
half-hours of Campy’s Corner, to 


specialists 


Wr. Steloff (left) corners 





Campy after a taping 


make for a total of 104, are now in 
production. Magic Moments in Sports, 
starring Leo Durocher, will total 365 
five-minute episodes, or more than 70 
half-hours. And a new series, Freedom 
from Fear, offering common-sense, 
scientific advice on a variety of sub- 
jects, is to go into production in the 
future. It will consist of 365 five- 
minute segments. As of this moment, 
Heritage is committed to more than 
170 half-hours, more, it is presumed, 
than the biggest distributors in the 
business are committed to at present. 
And the production center is New 
York City 
Productions of New York. 

Mr. Steloff does not have a cut-and- 
dried formula under which he op- 


to be precise, Videotape 


erates. He has, however. developed 
certain attitudes toward his produc- 
tion and distribution problems. “We 
use a relatively simple format, bolster 
it with a strong personality and dis- 


(Continued on page 91) 
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in a sponsor’s message of 


Marjorie Dorrance has just returned 
from three months’ traveling in 
Europe. But a tv copywriter is never 
more than a tv screen away from her 
job. It was England’s system of long 
commercial segments (filled with a 
variety of commercials, back-to- 
back) that started her thinking 
about the relative merits of Ameri- 
can commercials, especially in the 
longer time brackets. A chat with 
several advertising experts reveals 
what it takes to make a longer com- 
mercial “sing.” Miss Dorrance has 
spent the last 12 years writing tv, 
print and radio copy at Benton & 
Bowles, D’Arcy and 


French & Preston advertising agen- 


Compton, 


cies. 


fe settle back after dinner for 
a relaxed evening of tv with 
your wife and kiddies—all thoughts 
of the agency out of your mind. (It 
must have happened to someone 
once.) Then newscaster Frank Blair 
comes on your tv screen and starts 
telling about a remarkable tooth- 
paste. He describes how tests were 
conducted among mothers and chil- 
dren out in Indiana. He introduces— 
not famous stars with slick testi- 
monials—but real honest-to-goodness 
mothers and their children. They tell 
you in simple, everyday English how 
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Longer 
commercials 


Is there an advantage 


more than one minute? 


By MARJORIE DORRANCE 





they tried the toothpaste and it ac- 
tually cut tooth decay. They talk 
on like the neighbor you meet going 
down on the train in the morning. 
Tell you the facts—no attempt to sell 
anything. You turn to your wife and 
say, “Maybe this toothpaste really 


O . 5 O, 0 0 POdeo8 


AND GET 
supso 
NEXT TIME 


> 














SK 





. there was something different 
about this commercial . . . it was low 
pressure 


does have something. Why don’t we 
try it?” 

She, of course, smiles her best “I 
told you so” smile and retorts, “But, 
dear, I thought you didn’t believe 
these toothpaste claims.” 


You start to say “But” .. . but 





you have to admit she’s right. You’ve 
always said you didn’t believe them. 
However, there was something dif- 
ferent about this commercial. What 
was it? Then it occurs to you that, 
among other things, it was low pres- 
sure. Seemed easy and relaxed. Ran 
longer than the average—must have 
been two or three minutes. But it 
held your interest, and you were sold. 

Then, again, you’re watching the 
demonstration of a Singer sewing 


machine—a brand new model that 





does everything but press the switch 
to turn itself on. You watch trans- 
fixed as it performs the most intri- 
cate stitches. You notice your wife 
is writing down the address of the 
nearest dealer. You're wondering 
where she’s planning to get the 
money, but her chief concern is 
whether or not they'll all be sold by 
the time she gets there. And then it 
hits you—another tv sale. And an- 
other longer-than-one-minute com- 
mercial did it. 

Now the pieces begin to fall into 
place. Here are two examples of di- 
rect tv sales. Maybe these longer 
commercials are the answer. There's 
that Itsy Bitsy Bite cereal account—a 
top seller, usually. But sales have 
been off lately. And, coincidentally, 
right on your desk is a prospectus 
for a show that offers you a chance 
to run an up-to-three-minutes com- 
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mercial at one shot, if you like. 

But before you get completely car- 
ried away by the idea of longer com- 
mercials, there are (according to 
top creative thinkers around the 
agencies) many facets to be consid- 
ered, as for example: 

Have you some startling news or 
advantage to divulge about your 
product? Even commercials about 
products with proven high inherent 
interest will soon send viewers over 
to the next channel if you dwell on 
obvious and already familiar facts. 
Or, if you’re buying more time with 
the idea of crowding in additional 
selling points, forget it. Your audi- 
ence will probably recall nothing— 
that is, if they continue to watch. An- 
other consideration—low-cost pack- 
aged goods, usually sold emotionally, 
soon become boring if they overstay 
their welcome. Users of longer com- 
mercials have proven it’s the news 
excitement, not the time, that counts. 
Take steel, not universally appealing, 
but it manages to be fascinating for 
minutes at a time with the introduc- 
tion of U.S. Steel’s new products. 
Texaco demonstrates that gasoline, 
never a high viewer-interest product, 


can capture audience attention for 














... you notice your wife writing down 
the address of the nearest dealer 


minutes when they show how it was 
used in vehicles that hacked a road 
through the jungle. 

Have you a product that’s suitable 
to demonstration? Here we go back 
to the Singer sewing machine. Inter- 
esting, demonstrable products that 
you can show in action—a new kind 
of typewriter, an unusual appliance 
—have proven by sales the power to 
sustain viewers’ attention in longer- 
than-minute commercials. 

Consider your product image. Who 
is not familiar with the wonderful 
feeling of delight created in the 
Jello one-minute and shorter com- 
mercials? It’s Chevron Supreme 
gasoline, Chevrolet, du Pont that 
lend themselves to the long, char- 
acter-building, philosophical types. 

Can your account stand the cost? 
As some wit said, “Fortunately, the 
accounts that go for the long, insti- 
tutional commercials seem to be the 
ones who can afford them.” When 
you get into the unusual, the “off- 
the-beaten-schedule” commercials, it 
takes an expert to add up the plus 
and minus factors and make them 
come out a plus. 

Will your product suffer from loss 
of repetition? With today’s tv com- 
mercial structure, when you buy 
longer commercials, you naturally 
have to buy a show, or buy into a 
show. When you deviate from the 
standard pattern of 60, 20 or 10 sec- 
onds; you're out of “spot.” Since 
you can have only three minutes of 
commercial in each half-hour show, 
if you use 90 seconds or two or even 
three minutes at one time, you sacri- 
fice repetition. On the participating 
show that offers 90 seconds per spon- 
sorship, is it worth it to your prod- 
uct to run the 90’s altogether, rather 
than breaking it into the usual 60-, 
20- and 10-second segments? Should 
you devote all 90 to one product? 
(You may miss out on repetition, but 
there’s the plus of the audience ap- 
preciation for fewer interruptions, 
especially on a dramatic show.) 





Along these lines, Compton’s Sales 
Measurement Index (C.S.M.I.), ac- 
cepted by many leading advertisers 
over the years as one of the most 
effective means of measuring audi- 
ence reaction, has uncovered some 
significant facts. According to Comp- 
ton’s Wilson A. Shelton, senior vice 
president in charge of the creative 
department, and vice president and 
management supervisor H. Reginald 











: the product was unique and 
needed careful explanation 


Bankart, one of their most interest- 
ing projects was a tv commercial 
that featured a rather unique fabric. 
They tested it as a minute, and results 
were good. At 1:30 results were 
doubled. At two minutes, while better 
than one, results were less than they 
were at 1:30. 

Explanation, according to associate 
research director Marian Foster: the 
product was unique and needed care- 
ful explanation before the audience 
could be made aware of its advan- 
tages. One minute wasn't quite 
enough time, while with two min- 
utes it dragged. Compton found that 
the extra time needed to explain a 
complicated product, or to be a 
little more conversational, can be the 
sales clincher in your product, while 
all the repetition in the world might 
never bring it to light. 
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“Banking” on television 


Cleveland savings and loan firm 


convinced of spot’s abilities by 


46 pen is a common word 
in the broadcasting and ad- 
vertising fields. Usually it applies 
to gauging initial reactions to a copy 
theme, a commercial or a program 
idea. The Television Bureau of 
Advertising, however, in association 
with Allied Advertising Agency, Inc., 
and wJw-Tv Cleveland, recently 
pulled a switch by pre-testing a sales 
presentation—and made a sale. 
For some months TvB has had in 
preparation a selling story to be used 
by its members in bringing local 
banks, savings and loan institutions, 
etc., into television. While consid- 
erable research had been accumulated 
and an in-person presentation sched- 
uled for a meeting of the Financial 
Public Relations Association Nov. 3 
in Boston, the final material to be 
mailed to members was not yet set. 
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three-way presentation 


With TvB preparing its charts and 
figures in New York, activity of a 
more specific nature was going on in 
Cleveland. Here, Allied Advertising 
had been soliciting a new account— 
Broadview Savings & Loan Co.—for 
the past several years. As_ the 
agency’s vice president and account 
executive, Aaron Fox, put it, “We'd 
found tv brought excellent results for 
a number of our clients, particularly 
by using video-taped commercials, 
and we felt sure tv and an unusual 
approach would do a job for Broad- 
view.” 


Many Tv Clients 


Among the clients for whom Allied 
has bought tv time during the last 
five years are Cleveland’s Sears- 
Roebuck stores, Kaase Bakers, Wat- 
kins Furniture Co., Finco tv antennas 


“I'd like to say a few words about 


Broadview Savings, Ohio's largest 


and fastest-growing savings and loan.” 


“Well, say them.” 


“T just did.” 


and the Sears-Roebuck leased optical 
departments. Watkins, one of Ohio’s 
largest furniture chains, uses spot 
tv in the state’s top markets, while 
the antenna and optical operations 
buy schedules in scattered major and 
secondary markets across the country. 

“As one of the first agencies in the 
market to utilize taped commercials, 
with copies distributed to  othier 
areas, we've found tape’s a blessing,” 
said Mr. Fox. “Our commercials get 
the production values of film, but an 
unmatched economy.” 

Knowing the agency had the ex- 
perience and ability needed, Mr. Fox 
continued to try to convince Broad- 
view Savings & Loan that it should 
add tv to its regular schedules of 
placements. 


print and billboard 


Working with the company’s adver- 
tising manager, Al Nelson, Mr. Fox 
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“Cot a new contest—why I like 
Broadview Savings in 10 words or 


less.” 
“But that’s already 10 words.” 


“I know, It’s a lousy contest, but neat- 


ness counts.” 


and agency tv director Bob Murphy 
decided puppet-like characters would 
be the best way to sell the firm’s 
services on the air. Copy chief Anne 
Walters huddled with Cleveland tv- 
radio performers Tom Conway and 
Ernie Anderson to develop ideas and 
performance. 

“There’s nothing similar on tv in 
the market,” Mr. Fox noted. “Most 
bank and savings commercials look 
and sound the same: they’re very 
staid and formal, with a man behind 
a desk extolling the virtues of thrift. 
The primary product that Broadview, 
or any similar company, has to sell 
is good will—and we think humor 
is the way to put that across. Also, 
10 seconds is time enough to do the 


job, so we recommended ID's.” 


The advance planning put in by 


“Do you save at Broadview Savings, 


where thousands save millions?” 


No, | keep my money in my sock.” 
“That's not safe.” 


“It's not comfortable, either.” 


the agency was enough to interest 
Edward Rupert, head of Broadway 
Savings & Loan. But he wasn’t sold. 
“It’s a new medium for us,” he said. 
“What are others in the field doing? 
Has tv worked for similar organiza- 


tions ? 


All-Out Effort 


Allied Advertising and wJw-Tv 
decided it was time to make an all- 
out effort. 
they wrote, produced and taped a 
dozen humorous ID’s that could be 


At their own expense 


used in Broadview’s campaign—if 
and when sold. Station account 
executive Tony Graden put in a call 
to TvB in New York. “We've got 
the client’s attention. Can you give 
us some background in the financial 
field in a hurry?” 

Within 48 hours Murray Gross, 





“What are you looking at?” 


“Time and temperature sign outside 


Broadview Savings.” 
“What time is it?” 
“67 degrees.” 


“Gee, I’m late for dinner.” 


director of sales development for 
TvB, was in Cleveland with a pre- 
sentation specifically tailored to 
Broadview’s needs. A filmed sales 
story, “The Exponential,” was pre- 
pared by TvB last winter and has 
been influential in bringing a num- 
ber of banks into tv, but Mr. Gross 
utilized more recent data in his 
presentation. Some material was 
drawn from the upcoming TvB bank- 
ing pitch, some came from facts 
about Cleveland and Ohio as markets 
for Broadview’s tv campaign, other 
data was supplied by Mr. Graden 
and Mr. Fox on the savings com- 
pany’s policies and goals. 
Illustrated in the presentation was 
a study conducted by Benton & 
Bowles, Inc., with TvB for the Sav- 
ings Bank Association of New York. 


(Continued on page 92) 
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Film Report 





MORE ON GUILDS 

Writers Guild of America West has 
been split by internal dissatisfaction 
over the handling of the recently 
signed contract with tv film producers. 
Recall election, affecting the entire 
board of directors, will be held in the 
near future, following petitioning of 
85 writers for such a move. 

The battle between Screen Actors 
Guild and Robert L. Lippert, first 
producer to refuse to pay SAG resid- 
uals for post-48 pictures released to 
tv, has been settled after eight years 
of feuding. Mr. Lippert has signed an 
agreement to pay SAG a lump sum 


for all pictures produced, and re- 
leased to television, prior to 1960. 
Other provisos follow the general lines 
of the pact signed with the majors. 


MORE ON CARTOONS 

Activity continues high in the 
animated-cartoon field. Four Star has 
signed an agreement with Format 
Films for the production of a half- 
hour series, The Shrimp, based on the 
Sy Gomberg stories in Collier's and 
Cosmopolitan magazines. And The 
Adventures of Sir Gee Whiz, pro- 
duced by Hugh Harman and Rudy 


Ising, has had its first episode com- 





 ° fe ee 


enry Heide, Inc., maker of 

Jujubes, Jujyfruits and other 
candies, made its first sustained tele- 
vision effort last year with a five- 
market buy of Independent Television 
Corp.'s Sergeant Preston of the 
Yukon. The decision, based on the 
sponsor identification and merchan- 
dising-promotional values of the 
series, was a dramatic one for the 
advertiser, and results were watched 
carefully. The verdict, after a year: 
a renewal for a second series of 39 
episodes in the same top markets— 
New York, Philadelphia, Chicago, 
Boston and Detroit. 


The candy manufacturer took the 
best possible advantage of its first try 
with tv program sponsorship. A 
special mailing was sent to all Henry 
Heide dealers, postmarked Yukon ter- 
ritory, to alert them to the show, and 
then Richard Simmons (who portrays 
Sergeant Preston) made special ap- 
pearances at dealer meetings and 
before the public, dressed in full 
Northwest Mountie regalia. Special 
promotional giveaways (including 
Malamute puppies, the same breed as 
Sergeant Preston’s canine sidekick, 
Yukon King) were distributed. Spe- 
cial posters and streamers were made 
tieing in the debut of the show with 
the debut of Alaska, the 50th state. 

The advertiser also contracted for 
special commercials to be made by 
Mr. Simmons, to exploit sponsor 
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ery Henry Heide, Inc. 





identification. All in all, in the opin- 
ion of Eugene Sullivan, general sales 
manager, and Vincent Heide, execu- 
tive vice president, the commercials 
and the program have had a notice- 
able effect on increased sales and 
goodwill for all the company’s prod- 
ucts. The Heide station line-up this 
fall is as follows: werx New York; 
w6n-Tv Chicago; wrcv-tv Philadel- 
phia, WHDH-TV Boston, and wwJ-tTv 
Detroit. 


Sergeant Preston of the Yukon was 
on CBS-TV and on network radio 
before it was placed in syndication. 
Mr. Simmons stars in the ITC series 
as a Northwest Mountie fighting for 
order in the lawless days of the 
Yukon gold rush. The program, shot 
on location in the Yukon territory. 
consists of 78 half-hours. 


pleted, and is now being screened, 


ATAS FESTIVAL 

The first International Television 
Festival will be staged by the Acade- 
my of Television Arts and Sciences in 
New York sometime in 1961, becom- 
ing an annual affair and alternating 
between the two coasts thereafter. The 
decision was made at a meeting of the 
academy’s board of trustees, presided 
over by president Harry Ackerman, 
at Scottsdale, Ariz. Purpose is to pro- 
vide an exchange of artistic achieve- 
ments and technical developments 
between television in the United States 
and abroad. Simultaneously, _ the 
academy added three new categories 
for Emmy awards, including one for 
the best “Program of the Year,” 
bringing the total number of cate- 
gories to 24. 


PROGRAMS ... 


Veteran producer Collier Young 
and Robert H. Hill, former vice presi- 
dent of California Studios, have 
formed Collier Young Associates, 
Inc., as a tv production company. 
First series to go before the cameras 
is Crime and Punishment, in which 
prisoners will tell their own stories in 
interviews conducted within peniten- 
tiaries. The series is being taped for 
syndication. New production 
firm has been formed by Madelyn 
Pugh Martin and Bob Carroll, long- 
time writers on the / Love Lucy series 
and creators of The Tom Ewell Show. 

Pilot of Tramp Ship, an around-the- 
world adventure program, is being 
filmed by Don Fedderson Produc- 
tions. Neville Brand Stars. . . : A 
series based on Civil Air Patrol activ- 
ities is being prepared by Jack War- 
ner Jr. . The Lee Belser Show, 
featuring the syndicated columnist in- 
terviewing Hollywood stars, is being 
produced by Richard Morley in con- 
junction with Telefilm. The series of 
15-minute segments is for syndication. 


SALES .. 


The American Hardware & Supply 
Co. will make its first use of television 
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in behalf of its retail hardware deal- 


ers with sponsorship of NTA’s Assign- 


ment: Underwater! The company 
plans to start with a minimum of five 
outlets and increase its coverage to a 
total of 20 stations. The first station 
to carry the program under the 
American Hardware sponsorship will 
be KDKA-TV in Pittsburgh. Other mar- 
kets set to carry the series are Roches- 
ter, Buffalo, Huntington-Charleston 
and Harrisburg. The participating re- 
tail hardware store dealers are located 
in New York, Ohio, Pennsylvania, 
West Virginia, Maryland and Vir- 
ginia. 

New markets added to Independent 
‘Television Corp.’s Best of the Post 
increased the total to 107. Collins Co. 
(RCA distributor) of Kentucky 
picked up the new series for a three- 
market regional deal: Louisville, 
Evansville and Lexington. Also in 
Kentucky, wpsp-Tv Paducah will be 
presenting Best of the Post sponsored 
by Kentucky Utilities. The California- 
Oregon Power Co., which has bought 
the series for Medford-Klamath Falls, 
will be sponsoring it for the Eugene- 
Roseburg market, and the Union 
National Bank of Arkansas has picked 
it up for the Little Rock market. 

Three stations which had recently 
bought Best of the Post were immedi- 
ately able to sell it to top advertisers. 
KING-TV Seattle sold the show to Miles 
Labs (already sponsoring it in Los 
Angeles) and Safeway Stores; wroc- 
TV Rochester sold it to the First Fed- 
eral Savings Bank and John T. 
Nothnagle Realty Co., and WAGM-TV 
Presque Isle sold it to Graves Red 
and White Supermarket. 

In their initial introduction into 
syndication, Ziv-UA’s Space and 
Challenge have been sold in thirty-one 
markets by the Economee division of 
Ziv-UA. Pierre Weis, vice president 
and general manager of Economee, 
disclosed that Economee sales are 
running 18 per cent higher this year 
than the previous record high in 1959. 
Among the markets already sold for 
both Space and Challenge are wr1x 
New York, KaBc-Tv Los Angeles, 
WHDH-TV Boston, KVAR-TV Phoenix, 
WALA-TV Mobile, KLz-Tv Denver, 
wsix-Tv Nashville, KARK-Tv Little 
Rock, WNEM-TV Saginaw, KFSD-TV 
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Allstate Insurance Co. * Leo Burnett Co., Inc. 





KTTY TAPE PRODUCTIONS, Hollywood 


Blue Cross of Oregon * B, C, & G 


ANIMATION, INC., Hollywood 





Andrews Liver Salt, Sterling Drug (Direct) 
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HFH PRODUCTIONS, INC., New York 


The California Oil Company * BBDO 


ELEKTRA FILM PRODUCTIONS, INC., New York 








Arkla-Servel © Butcher & Assoc. 





KEITZ & WERNDON, Dallas 


Consolidated Cigar Co. * Lennen & Newell, Inc. 





KLAEGER FILM PRODUCTIONS, INC., New York 





Ballard Flour * Campbell-Mithun, Inc. 


ANIMATION, INC., Hollywood 


Du Pont 501 Carpet Nylon * BBDO 
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PLAYHOUSE PICTURES INC., Hollywood 


General Mills * Dancer-Fitzgerald-Sample, Inc. 








Eagle Pencil Co. * Shaller-Rubin Co. 





WILBUR STREECH PRODUCTIONS, INC., New York 


The Los Angeles Times * Donahue & Coe, Inc. 
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PANTOMIME PICTURES INC., Hollywood 





Gallo Wine * BBDO 





CONSUL FILMS, INC., Hollywood 


Haccenfeld Bros.. Inc. © Grey Advertising, Inc. 


NATIONAL SCREEN SERVICE CORP., New York 





General Foods * Young & Rubicam 





PELICAN FILMS, INC., New York 





Pillsbury Co. * Leo Burnett Co., Inc 





RAY PATIN PRODUCTIONS, Hollywood 
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San Diego, KTsM-tv El Paso and 
wBrE-TV Wilkes-Barre. Other recent 
Economee sales include Highway 
Patrol, Science Fiction Theatre and 
Mr. District Attorney. 

With the signing of R. J. Reynolds, 
Italian Swiss Colony Wine and 
Pioneer Hi-Bred Corn Co., Ziv-UA’s 
syndicated series, Lock Up, achieved 
total penetration of the major mar- 
kets in the country while raising its 
market list to a record 191. Turning 
into its second year of production, the 
series, starting Macdonald Carey, was 
bought by Reynolds through the Wil- 
liam Esty Agency for KRON-TV San 
Francisco. Italian Swiss Colony, 
which signed to co-sponsor the pro- 
gram with the tobacco firm in the 
Pacific Bay area, placed its order 
through Honig, Cooper & Harrington. 
Pioneer Hi-Bred Corn Co. has pur- 
chased Lock Up for airing on KELO- 
TV Sioux Falls. The transaction was 
negotiated through Klau-Van Pieter- 
som-Dunlap. 

Through advertising on Ziv-UA’s 
Sea Hunt, the Louis Shanks furniture 
store in Austin, Tex., succeeded in 
raising its mattress sales more than 
1,800 per cent in 10 days. The store 
would customarily expect to sell about 
10 of its $100 Lastime foam mat- 


advertising the item exclusively on 
Sea Hunt over KTBC-TV Austin, 186 
foam mattresses had been sold. 
The store has been in business for 10 
years, on television for six. In that 
time Shanks has sponsored two syn- 
dicated series, Sea Hunt and I Led 
Three Lives, both of them productions 
of Ziv-UA. 

M Squad, MCA TV’s first-run-off- 
network mystery-adventure series, has 
been sold to seven additional stations. 
Newest purchasers of the program in- 
clude kttv Los Angeles, KPLR-TV St. 
Louis, WMAL-TV Washington, WALA-TV 
Mobile, KooL-tv Phoenix, KTSM-TV El 
Paso and Ksyp-tv Wichita Falls. One 
hundred and seventeen half-hours of 
M Squad are available to stations for 
local and regional sponsorship. 

Four more foreign and five U. S. 
television stations have recently be- 
come subscribers to CBS Newsfilm’s 
daily service of national and inter- 
national news and sports events. The 





new 
Augi 
WRE. 
and 
subs: 
Tok 
Can: 
and 
ciad 
‘3 
has 


of 


the 
to th 
WTT 
witl 
Fall 
Spr 
Va. 
Fra 


TV 
PE 


ap} 


pre 


ha 


pr 


ne 


pr 


ve 
th 
G 


the 


A's 
ire 

in 
an 





new U. S. stations are WRDW-TV 
Augusta, Ga., KRCG-TV Jefferson City. 
wREX-TV Rockford, wToL-tv Toledo 
and KOLO-TV Reno. The new foreign 
subscribers: Fuji Telecasting Co., 
Tokyo, Japan; crcn-tv Calgary, 
Canada; CHAN-TV Vancouver, Canada, 
and Productores Television Asso- 
ciados, Montevideo, Uruguay. 

California National Productions 
has announced the most recent sales 
of R.C.M.P., the drama series of 
39 half-hours based on the files of 
the Royal Canadian Mounted Police. 
to the following: KFBB-TV Great Falls; 
wttv Indianapolis; Ford Motor Co. 
with wwtv Cadillac, Kip-tv Idaho 
Falls and KooK-Tv Billings; KYT\V 
Springfield, Mo.; weys-tv Bristol. 
Va.: wspa-tv York, Pa.; KpIx San 
Francisco; WAGM-TV Presque Isle: 
WJAC-TV Johnstown, Pa.. and wopsJ- 
TV Roanoke. 
PERSONNEL ... 

California National Productions has 
appointed Carl Lindemann as vice 
president, programs. Mr. Lindemann 





MR. LINDEMANN 


has been serving as vice president of 
program sales for NBC since last 
April. The year before he was the 
network’s vice president of daytime 
programming. 

Screen Gems has appointed Arthur 
Greenfield as north-central area man- 
ager of the syndication sales force, 
and Carl H. Goldstein as sales repre- 
sentative in San Juan. Warren Rosen- 
berg. who has been covering upstate 
New York for Screen Gems the past 
year, will move to Detroit to cover 
the north-central territory under Mr. 
Greenfield. 

Dave Nathan, director of radio and 
tv, Curtis Advertising Co., Inc., has 
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been named president of C. F. Pro- 
ductions, Inc., a company newly 
created to syndicate and service the 
Carlton Fredericks program along 
with other radio and tv productions. 
Mr. Nathan will continue to be as- 
sociated with Curtis. 

Frank Brill has been promoted to 
vice president, MCA TV film-syndica- 
tion division. An account executive 
in the company’s New York office 
since 1955, Mr. Brill was named man- 
ager of the home office in July. 

Ed Aaronoff has been appointed 
director of advertising, promotion and 
publicity for Music Corp. of America, 
replacing Frank McMahon, who has 
resigned. Mr. Aaronoff, who moves up 
from the post of publicity director, 
has been with MCA for five years. 
Previously he was a publicity execu- 
tive with Universal-International Pic- 
tures and Warner Bros. in New York. 

Martin Leeds, executive vice presi- 
dent of Desilu, Inc., since 1952, is 
leaving the company after a dispute 
with Desi Arnaz, president of the 
studio, over internal policy. An ami- 
cable settlement is reported to have 
been reached with Mr. Leeds, who 
has been the largest stockholder. out- 
side of Mr. Arnaz and Lucille Ball. 
in the studio. 


COMMERCIAL CUES... 

Kurt Blumberg has been appointed 
vice president in charge of sales for 
Robert Lawrence Productions. New 


York and Hollywood. Mr. Blumbere 





MR. BLUMBERG 


was formerly with United Artists 
Television, Inc., as manager of sales 
and operations. His previous experi- 
ence includes vice president in charge 
of sales and coordination for Tele- 
vision Programs of America, and as- 


34 October 17, 1960, Television Age 


sistant to the vice president, sales, for 
Ziv Television Programs, Inc. 

Peter A. Griffith has been elevated 
from tv producer and account execu- 
tive to a vice president of Transfilm- 
Caravel, Inc. The firm is a major pro- 
ducer of industrial shows and training 
programs, tv commercials and busi- 
ness films. 

Fred A. Niles Productions, Inc., 
has announced the appointment of 
Max D. Pride as vice president in 
charge of the sales department, suc- 
ceeding Fred Foster. Mr. Pride joined 
the Niles firm in 1958. He was for- 
merly president of Graphic Arts, Inc., 
in Evansville, Ind., and has had 22 
years experience in the advertising 
field. 

Philip McEneny has joined Video- 
tape Productions of New York, Inc. 
( Videotape Center), as sales account 
executive. Since 1949 Mr. McEneny 
has served in various supervisory and 


production capacities for NBC. Most 
recently he was unit manager for net- 
work shows and commercials. Prior 
to joining NBC he was with Rodgers 
& Hammerstein for three years. 

Film producer Thomas H. Fraser 
has announced the establishment of 
a permanent San Francisco headquar- 
ters in Columbus Tower. The new of- 
fice and technical facilities will ac- 
commodate an expanded industrial 
motion-picture division, a tv com- 
mercials division and other produc- 
tion operations. 

John L. Bennett, formerly Alex- 
ander Film Co. account executive, has 
been promoted to senior account 
executive. The company is a Colorado 
Springs producer and distributor of 
advertising and industrial films . 
Tony Rizzo has joined Lew Pollack 
Productions, Inc. He was formerly 
with Ogilvy, Benson & Mather as com- 
mercial manager. 








Dual “‘Image’”’ Efforts 

Endeavors to improve advertising and heighten public confidence in 
the medium were announced simultaneously by three separate organiza- 
tions recently. 

In New York the American Association of Advertising Agencies joined 
with the Association of National Advertisers in setting up a Committee 
for Improvement of Advertising. The 20-member committee, composed 
of 10 members from each organization, will operate the Interchange of 
Opinion, a “judging panel” conducted by the AAAA since 1946. The 
panel will consider criticisms of advertising thought to be in poor iaste, 
misleading, derogatory or otherwise harmful to advertising as a whole. 
Criticisms may originate from any agency member. advertiser employe, 
executive, etc., but only insofar as they pertain to national advertising 
campaigns. 

In cooperation with the Better Business Bureau of Atlanta, the Atlanta 
Advertising Club formed an Advertising Review Board that similarly 
will accept complaints or questions about advertising. A seven-member 
panel, chosen from 40 members of the BBB board and 20 members of 
the ad club’s ethics committee, will pass on matters of taste and ethics 
and—if it feels a law has been violated—will bring questionable adver- 
tisements to the attention of proper authorities. 

Headed by co-chairmen E. G. Gerbic, vice president of Heublein, Inc., 
and Robert E. Allen, president of Fuller & Smith & Ross, Inc. ,the ANA- 
AAAA committee does not pass judgment on suspected violations of 
law, leaving such activity to Federal authorities. Advertising deemed 
harmful to the public and/or the industry is so reported to the adver- 
tiser and agency, the great majority of which in the past five years have 
taken immediate steps to rectify any faults. 

Only four of 151 “objectionable” cases in verdicts rendered by the 
AAAA since 1955 did not take remedial action. In the cases of organiza- 
tion members, such attitudes can be referred to the governing board 
for punitive action, but it was noted that “self policing” was desired by 
most industry members. 
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SILLERMAN, ROSENTHAL, MARCIANO, LOEWINTHAN, RIEGER 


Marciano For PTI Fight Series 

Programs for Television, Inc., has signed Rocky Marciano to star in 
a regular television series in which the retired undefeated world’s heavy- 
weight champion will do commentary and interview top names of the tv, 
motion-picture and theatre world as well as the greats of boxing. Ac- 
cording to Leonard Loewinthan, president of PTI, the company will 
advance in excess of $500,000 for the production of the series and will 
co-produce and distribute the filmed programs. 

Titled Main Event, the series will feature filmed excerpts culled from 
some 200 major fights staged at Madison Square Garden in New York 
from 1950 to the present, with Marciano doing the running commentary 
on each fight, which will cover about 20 minutes of each program. The 
first Main Event will show Marciano’s last fight, his title defense against 
Archie Moore in September 1955. Jerry Lewis is the guest star on the 
initial program. 

Michael M. Sillerman, executive vice president for PTI, in charge of 
sales, has announced that he has lined up regional advertisers for gross 
billings totaling better than $600,000. Executive producer of Main Event 
will be Everett Rosenthal, executive vice president in charge of produc- 
tion and programming at PTI, and the series will be produced by Jack 
Rieger, who for many years was in charge of filming the fights at the 
Garden and other arenas. 


be truly international and objective 
in character, with at least one foreign 
representative on the judging panel. 

Animation, Inc., has won its dispute 
over a restricting contract clause 
with IATSE. The company has also 
created two new characters, Mr. Perk 
and Mr. Bean, for Duncan coffee 
(Clay Stephenson, Houston) which 
are being used in six tv spots and will 
be featured in radio and newspaper 
advertising as well. 

Gus Jekel, president of Film Fare, 
has just completed his first eastern 
sales trip for the company. Adrian 
Woollery, president of Playhouse Pic- 
tures, is now on a similar trip, taking 
him to Minneapolis, Chicago, Detroit 
and New York. . . 


tures is creating a series of new spots 


. Playhouse Pic- 
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Mitch Leigh, president of Music 
Makers, Inc., and Sound Makers, Inc.. 
announced the appointment of Aaron 
Nathanson as chief engineer for 
Sound Makers’ new studio. Mr. 
Nathanson was formerly in charge of 
quality control for Everest Records, 
specializing in high-quality classical 
albums. He has also worked on 
musical commercials for leading ad- 
vertising agencies. 

The first International Radio-Ty 
Broadcasting commercials and _pro- 
motions awards will be held by the 
Hollywood Advertising Club during 
Advertising Week early in February. 
The closing date for entries, expected 
from all over the world, is Dec. 31. 


There will be two principal cate- 
gories for tv, live-action and anima- 
tion, in each of which awards will be 
made for one-minute, 30-second, 20- 
second and ID spots, plus a special 
award for the best local one-market 
spot. Additionally, there will be a 
prize for the best combination live- 
action-animation one-minute com- 
mercial, as well as a grand sweep- 
stakes award for the over-all winner. 
Best editing, camera work and direc- 
tion will also be honored in each of 
the two principal divisions. 

In an interesting new departure, 
station promotion spots will be in- 
cluded in the commercials category. 
It is emphasized that the awards will 
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for Betty Crocker Instant mashed 
potatoes (Knox-Reeves, Minneapolis) , 
Kaiser Foil (Young & Rubicam, San 
Francisco) and Western Airlines 
(BBDO, San Francisco) . 


Film Commercials 


AMERICAN FILM PRODS. 


Completed: Esso Standard Oil Co. (Esso 
gasoline, Uniflo oil, dealer service), 
McCann-Erickson; Humble Oil & Refining 
Co. (Enco gasoline), McCann-Erickson. 
In production: National Foundation 
(March of Dimes), McCann-Erickson. 


ANIMART STUDIOS, INC. 
Completed: Brooks Potato Chip Co., di- 
rect; Hiland Dairy (Quality Chekd milk 
products), Neds, Wardlow & Bass; Markl 
Buick, Salesmaker Associates; Barney’s 
Roofing & Siding Co., direct; Kytv Spring- 
field, Mo. (program opener), direct. 

In production: Uregas, Neds, Wardlow & 
Bass; Vaisey-Bristol Shoe Co., Ine. 
(shoes), direct; Blanton Co. (Creamo mar- 
garine), Ad Craft; Hiland Dairy, Neds, 
Wardlow & Bass. 


ELEKTRA FILM 
PRODUCTIONS, INC. 

Completed: Shell Oil Co. (oil), JWT; 
Dutch Masters Cigar Co. (cigars), 
EWR&R; Johnson & Johnson (Band-Aid), 
Y&R; General Mills, Inc. (show opening), 
BBDO; Boyle-Midway, Inc.  (Antrol 
spray), JWT; Spinney Mfg. Co. (Formula 
409), Adco; R. H: Donnelley & Co. (Yel- 
low Pages), Spitzer & Mills; California 
Oil Co. (gas), BBDO; General Mills, Inc. 
(Kix), D-F-S; Fawcett Publications (True 
magazine), direct; American Safety Razor 
Products Corp. (Gem razors), K&E. 

In production: Quaker Oats Co. (Muffets, 
Puss ’n Boots), Spitzer & Mills; Humble 
Oil & Refining Co. (gas), M-E; Filene’s 
(department store), Wesley; General 
Motors, Oldsmobile Div. (cars), D. P. 
Brother; Sandura Co. (Sandran), Hicks & 
Griest; U.S. Steel Corp. (institutional), 
BBDO; Brillo Mfg Co. (soap pads), JWT; 
Coca-Cola Co. (soda), McCann-Erickson; 
G. H. P. Cigar Co. (El Producto cigars) , 
Compton;- Fhomas J. Lipton, Inc. (tea), 
SSC&B; Quality Bakers of America Co- 
operative, Inc. (Sunbeam bread), direct; 
California Oil Co. 
BBDO. 


FORMAT FILMS, INC. 


Completed: Max Factor & Co. (toiletries), 
Carson/Roberts. 

In production: Standard Oil Co. of In- 
diana (oil), D’Arcy; Carling Brewing Co. 
(Stag Beer), Edward H. Weiss; Dreyfus & 
Co. (investments), Doyle, Dane, Bern- 
bach; General Time Corp. (Westclox), 
BBDO. 


GRAY & O’REILLY 


In production: DeLuxe-Reading Co. (toys), 
Zlowe; General Cigar Co. (cigars), Y&R; 
General Foods Corp. (Birdseye), Y&R; 
Drug Research Corp. (Man _ Tan), 
KHCC&A; Minute Maid Corp. (Snow 
Crop), KHCC&A; Liberty Life Insurance 
Co. (insurance), Merrill-Anderson. 


KEITZ & HERNDON 
Completed: Lone Star Gas Co. (gas heat- 
ing), EWR&R. 

In production: Humble Oil & Refining 
Co. (gasoline, oil), McCann-Erickson: 
Continental Oil Co. (Conoco gasoline), 
B&B; Dr. Pepper Co. (soft drink), Grant; 
Franklin’ Mfg. Co., Griffin B. Wren; 


Standard Life Insurance Co. (insurance), 


(Chevron gasoline), 
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direct; Rich Plan Corp. (frozen food), 
direct, Lone Star Gas Co. (fall range cam- 


paign), EWR&R; James G. Gill Co., Inc. | 


(coffee), Cargill, Wilson & Acree. 


NATIONAL SCREEN 


Completed: Lion, Inc. 
Gann; S. A. Schonbrunn & Co., Inc. 
(coffee), FC&B. 


In production: Firestone Tire & Rubber | 
Reader's | 


Co. (tires), Campbell-Ewald; 
Digest (magazine), JWT; Chicopee Mills, 


Inc. (baby wear), Doyle, Dane, Bernbach. | 


RAY PATIN PRODUCTIONS 


Completed: Campbell Soup Co. (beans and | 
Corp. | 


franks), NL&B; General Foods 
(Jell-O), Y&R; Malt-O-Meal Co. (break- 


fast cereals), Campbell-Mithun; Western | 
Oil & Fuel Co. (gas & oil service), John | 


W. Forney; Campbell Soup Co. (Franco- 
American spaghetti), Burnett; Procter & 
Gamble Co. (Mr. Clean), Tatham-Laird; 


Kellogg Co. (Cocoa Flavored Krispies), 


Burnett. 

In production: General Mills, Inc. 
(Cheerio’s, Frosty-O’s), D-F-S; Associates 
Investment Co. (loans), FC&B; Quaker 
Oats Co. (Flako Pastry Mixes), C. E. 
Frank; Crocker Anglo Bank, JWT. 


PANTOMINE PICTURES 


Completed: Massey-Ferguson, Inc. (trac- 
tors), NL&B; State Farm Insurance Co. 
(auto insurance), NL&B; Rival Packing 
Co. (dog food), GB&B; Los Angeles Times 
(circulation), Donahue & Coe. 

In production: S. C. Johnson & Son 
(Stride wax), NL&B; Mishawaka Rubber 
Co. Inc. (Red Ball Jet Sneakers), Camp- 
bell-Mithun; State Farm Insurance Co. 
(auto insurance), NL&B. 


PINTOFF PRODUCTIONS 
Completed: General Electric Co. (vacuum 
cleaners), Y&R; Nestle Co. (Zip), 
McCann-Erickson; Isodine Pharmacal 
Corp. (Isodine), Reach-McClinton; Ward 
Baking Co. (Tip Top bread & Lucky 
cakes), Grey; Esso Standard Oil Co. (gaso- 
line), McCann-Erickson; Singer Sewing 
Machine Co. (sewing machines), Y&R; 
U.S. Steel Co. (steel), BBDO; Texaco, 
Inc. (Texaco), C&W. 

In production: National Guard 1961 (pro- 
motional), FRC&H; U.S. Rubber Co. 
(Royal tires), FRC&H; S. C. Johnson & 
Son, Inc. (wax), B&B; Warner-Lambert 
Pharmaceutical Co. (Listerine), Lambert 
& Feasley; Television Information Office 
(promotion), McCann-Erickson; Helene 
Curtis Industries, Inc. (Gay Top), Ed- 
ward H. Weiss; Burry Biscuit Corp. 
(Burry’s), Weightman; American Bakeries 
Co. (Taystee bread), Y&R; Royal Prince 
Yams (yams), Hicks & Greist; Chas. 
Pfizer & Co., Inc. (Beam), Ted Gotthelf; 
Reynolds Aluminum Supply Co. (alumi- 
num), C. E. Frank. 


S. J. STIBER 
PRODUCTIONS, INC. 
Completed: Heublein, Inc. (Maypo), 
FRC&H; U.S. Army Reserve, D-F-S. 

In production: U.S. Rubber Co. (Winter- 


ride tires), FRC&H. 
TV GRAPHICS 


Completed: Lever Bros. Co. (Reward), 
JWT; General Foods Corp. (Yuban cof- 
fee), B&B; Hudson Paper Co. (napkins), 
Grey; Procter & Gamble Co. (Fluffo), 
B&B; American Tobacco Co. (Tareyton), 
Gumbinner; Aluminum Corp. of America 
(Alcoa), F&S&R. 

In production: Procter & Gamble Co. 
(Crest), B&B; Westinghouse Electric Co. 
(floor scrubber), McCann-Erickson; Col- 
gate-Palmolive Co. (Florient), Street & 
Finney. 


(Ciiiens beer), | 





ANOTHER TOP NAME IN THE 
BIG J. ARTHUR RANK PACKAGE 
OF POST SQ HITS MADE FOR 
AMERICA TO ENJOY (121NFULL 
COLOR).GETFULL DETAILS ON 
THE “BUY” THAT RANKS=! 


RANKS =1 FOR BIG NAMES 
RANKS =1 FOR CURRENT HITS 
RANKS =1 FOR FULL COLOR 
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Wall Street Report 


SKIATRON AND SEC. Another 
episode in the off-again, on-again 
career of toll television ended early 
this month when the Securities and 
Exchanges Commission issued its 
findings and opinion in its action 
against Skiatron Electronics & Tele- 
vision Corp. 

The episode started when Skiatron 
registered 172,242 shares of common 
in August 1959. The registration was 
never effective, but the shares found 
their way into the public’s hands, and 
that fact caused all the controversy. 
The SEC contends the stock was sold 
without full disclosures to the public 
of all the pertinent facts. To the fol- 
lower of the developments in toll tele- 
vision the important information is in 
the details disclosed about the prob- 
lems and economics of starting up the 
Skiatron system—one of the three that 
have been advanced as the most prac- 
tical. 

The Skiatron system was formally 
announced in 1951 as one in which 
programs would be broadcast over 
the air in a form permitting an in- 
telligible picture to be viewed only by 
tv receivers equipped with a decoding 
device supplied by the operator of the 
system and activated by insertion of 
an electronically coded card. The card 
would also carry the billing informa- 
tion. In 1954 Skiatron E&T entered 
into an agreement with Matty Fox 
and a company he formed, Skiatron 
of America, under which he assumed 
responsibility for the commercial de- 
velopment of the system. In return 
Mr. Fox became the exclusive licensee 
for Skiatron and was to pay to Skia- 
tron a royalty of five per cent of gross 
revenues to be paid by the public. 


AIRWAVES TO WIRES. Originally. 
Skiatron’s efforts were aimed at trans- 
mitting over the airwaves. Later it 
changed its efforts to perfect an over- 
the-wire system which would exempt 
the system from FCC jurisdiction if 
the wire network were confined to a 
single state. This grid of coaxial 
cables, under or above the ground, 
would tie-in with existing telephone 
facilities and then link with each tv 


set. A subscriber's set would be fitted 
with a “transponder,” a unit which 
would emit certain impulses through 
the cables when the set was tuned to a 
subscription program. There would 
be a specific charge for each program, 
and there was to be an additional 
fixed monthly charge of $4.33 for 
each subscriber. 

The wire approach, being more ex- 
pensive, prompted a reduction in the 
royalty payment from five to two-and- 
a-half per cent, and Mr. Fox was to get 
no income from the monthly service 
charge. This right to royalties was the 
major asset of Mr. Fox’s company, 
Skiatron of America. On June 30, 
1959, there were 1,424,559 shares of 
Skiatron E&T outstanding. Six months 
later the SEC suspended trading in 
its shares on the grounds that the 
public had not been informed of all 
the vital facts. 

The prospectus for the August fil- 
ing indicated the system would be 
installed and operations commenced 
by the early part of 1960. This was 
impossible of achievement, the SEC 
claims, because the funds to do the 
job had to come from Mr. Fox and 
he was in no position to produce 
them. 


UNABLE TO PRODUCE. The in- 
stallation was to start with 20,000 
subscribers, and 7,500 would be 
added monthly for a total of 102,500 
in the first year. This assumed that 
50 per cent of the homes in the serv- 























iced area would subscribe. The mini- 
mum working capital for this per- 
formance— including promotional and 
organizational work—was placed at 
$13 million. If less than the 50-per- 
cent rate was achieved, the costs 
would climb, since the network would 
have to expand physically to reach its 
100,000 market. 

Mr. Fox, the SEC claims, was in no 
position to produce the $13 million. 
He had paid $1.2 million to three 
groups for possible program material, 
but by August 1959 there was little 
value to the agreements. His agree- 
ment with impresario Sol Hurok was 
simply a consulting one, and Mr. 
Hurok was to persuade his artists to 
contract with Mr. Fox. There was no 
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arrangement in effect with the Los 
Angeles Dodgers, and Mr. Fox was in 
default on the agreement with the San 
Francisco Giants to the tune of $4,- 
250,000. 

The SEC also contends that there 
was $1 million in debt judgments 
against Mr. Fox, while he owed an- 
other $3 million to various lending 
agencies. These debts would have to 
be cleared before Skiatron could ex- 
pect any further development, the 


agency contends, 


OTHER OBSTACLES. 


other barriers posed themselves. The 


However, 


existing coaxial cables are unsuitable 
for pay tv, so a new cable system 
would have to be installed to supple- 
ment present telephone-company fa- 
cilities, and the telephone company 
insists that Skiatron furnish all con- 
struction costs involved and also ob- 
tain proper tariff rates from state 
regulatory agencies. This problem, of 
course, did not include those involved 
with other manufacturers of the trans- 
ponder, billing equipment, etc. 
Finally, the agency holds that the 
prospectus contends that Skiatron 
E&T claimed a number of U. S. and 
foreign patent rights, which claims 
the agency says is misleading, since 
these patents are non-essential to 
either of the proposed systems, over- 
the-air or by wire. Nor does it have 
any assurance that the patents applied 








Russ Raycroft has been appointed 
station manager of KPLR-TV St. Louis, 
it has been announced by Harold 
Koplar, president. A veteran broad- 
caster, Mr. Raycrojt was formerly 
with WGN Chicago, Dancer-F itzgerald- 
Sample, Robert W. Orr, Inc., and 
Wilding, Inc. 
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scenes-within-scenes. 





Newsfilm Handbook 


Under the sponsorship of the Radio-Television News Directors Associa- 
tion, a booklet, So You’re Gonna Shoot Newsfilm, is on the market. Writ- 
uten by Leo Willette, 1959-60 chairman of the RTNDA techniques com- 
mittee and news director of wLos-Tv Asheville, N. C., the book explores 
the pitfalls of newsreel photographers, as well as some of the techniques 
and concepts that make for better newsfilm. 


Ninty per cent of the complaints by news directors, says Mr. Willette, 
is the result of shakiness, over-panning and/or lack of cutaways in films 
submitted. These are problems that can happen in the big operations as 
well as the smaller ones. Mr. Willette quotes advice from CBS News on 
panning: “The motion-picture camera is designed to record action, not 
to create it.” An analysis of how the cameraman can aid the editor-writer 
team (and keep his footage out of the wastebasket) is illustrated by the 
video script for a hypothetical film story in which the cameraman used 
the pan for one compact scene-setting shot rather than for a number of 


The cutaway is one of several devices of film editing discussed in the 
book. Cutaways, cut-ins, match-cuts, out-of-frames and into frames all, 
when used skillfully, mean the difference between the experienced camera- 
man and the neophyte. This “celluloid cheating” can be used particularly 
effectively in covering sports events, parades or mass accident scenes 
when continuity of action can be a problem. 

So You’re Gonna Shoot Newsfilm is in a sense a handbook for anyone 
in newsreel photography. Mr. Willette has included definitions of the 
standard jargon, gimmicks and special effects in news photography. While 
not overly technical, the booklet analyzes many of the basic techniques 
of newsfilm which are used and mis-used by photographers. 








for will be issued or valid, if issued 
in’ the event of litigation. 

The opinion of the agency, in effect, 
throws out the registration statement 
of August °59 and restores the situa- 
tion to the conditions that existed 
prior to that period. The current sus- 
pension order on trading in the stock 
of Skiaton Electronics & Television 
Corp. expired Oct. 12, and it will be 
interesting to see what, if any, trading 
takes place in the stock. 

Mr. Fox has changed the name of 
his company to Tolvision of America, 
and he continues to promote the 
merits of his system. There’s no in- 
dication of what legal action the SEC 
or the Department of Justice con- 
templates for the alleged violations of 


securities laws. 





The Hugh Downs Story 


Yours Truly, by Hugh Downs. Holt, 
Rinehart & Winston, Inc., New York. 
201 pp. $3.95. 

“. . . he pointed to the red light. 
In a few minutes it came on, and | 
started. When I had finished I sat 


there. The clock ground on. . . . Ben 
Dougherty opened the studio door. 
He came in and closed it, and sat 
down across the table from me. He 
picked up my papers, looked at them, 
and shook his head. “You may have 
been a little nervous—” he began. 
“But in spite of that, it really was 
quite bad.” 

That was Hugh Downs’ first intro- 
duction to broadcasting. Since that 
poignant scene in the midwest Hugh 
has come a great distance on the path 
he started that day. He has become 
one of the nation’s most popular per- 
sonalities, star of his own tv show, a 
much-sought announcer and anchor 
man on the top-rated Jack Paar Show. 

While Yours Truly is his story, it 
is not simply an autobiography but 
more a behind-the-scenes view of ra- 
dio and television, presented by a man 
with an unusual ability to project 
his own warm personality, humor and 
knowledge of the trade. It isn’t often 
that stellar stage or television per- 
formers are able to convey in print 
the charm that has won them fame. 
Mr. Downs seems to be the exception. 
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TELEVISION AGE 


gain, as tv heads into its heaviest 
PP micas of viewing and selling. 
the search for daytime minutes be- 
gins to elicit wounded cries from buy- 
ers getting belated go-aheads from 
clients. The importance of the day- 
time audience is newly emphasized 
in a Nielsen study of product usage 
in tv homes, as reported by NBC's 
research department. Obviously it’s 
an audience that must be reached— 
whether finding minutes is easy or 
not. 

Tv homes with housewives in the 
35-49 age bracket constitute both a 
major consumer group and a major 
viewing group, according to Nielsen. 
These homes account for 35 per cent 
of the total income of tv homes, or 
more than $100 billion in buying 
power of a $292.3-billion total, and 
they account for 36 per cent of the 
total hours spent viewing daytime 
television. The 35-49 homes, with a 
population of 58.8 million people (the 
largest of any age-of-houseswife cate- 
gory), spend 53 per cent more time 
with tv than the younger-housewife 
homes. 

Additionally a special cumulative 
audience study based on March 1, 
1960 Nielsen data showed the number 
of different homes reached in one 
week by daytime tv is greatest in the 
35-49 category. More than 12 million 
homes were reached, representing 86 
per cent of all homes in that bracket. 

From a consumer standpoint, tv 
homes with housewives in the 35-49 





a review of 


current activity 


in national. 
spot tv 


category emerge as the most impor- 
tant single group. The 1957 Nielsen 
Product Usage Study was re-com- 
puted and up-dated to reflect popula- 
tion and consumption changes in the 
past few years. In almost every in- 
stance the 35-49 homes consumed 
better than one-third the total in such 
categories as coffee, facial tissues, 
puddings and margarine. 

The figures on coffee, for example, 
showed a total consumption in tv 
homes of 1.9 billion cups. Of this, 
tv homes with housewives 35-49 ac- 
counted for 700 million cups, or 36 
per cent of the total. Tv homes with 
older housewives accounted for 27 
per cent of the total, and homes with 
housewives 16-34 accounted for 20 
per cent. 


In terms of average coffee consump- 





NY 


At J. Walter Thompson Co., New 
York, John Flynn is timebuyer on 


several southern and midwest di- 
visions of the Ford Dealers Associa- 


tion. 
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REPORT 


tion per home, tv homes with house- 
wives in the middle-age bracket con- 
sumed 49.7 cups per week, 12 per 
cent more than the 44.5 cups con- 
sumed by the average U. S. tv home. 
Young housewife homes consumed 
17.0 cups per week, and homes with 
housewives 50 and over consumed 40 
cups per week. 

Figures on automobile mileage per 
year and the number of packs of 
cigarettes bought per week reveal that 
tv homes with housewives 16-34 have 
a slight advantage on a_per-home 
basis over the middle-age-housewife 
homes. In total consumption, however, 
the 35-49 homes are still the major 
consumer group. 


lar documented ex- 


These and simi 
amples are offered by NBC’s research 
department to point out that consider- 
able importance should be given to 
the 35-49-year-old housewife group as 
a market, and that this group perhaps 
has been overlooked in an undue em- 
phasis on the young housewife cate- 


gory. 


AMERICAN HARDWARE & 
SUPPLY CO. 


(Sykes Adv., Inc., Pittsburgh) 


For its initial venture into television, 
this chain of retail hardware dealers in 
a six-state area this month starts a regional 
buy of Assignment: Underwater!, the 
NTA-produced half-hour show. Markets 
set to carry the program are Pittsburgh, 
Rochester, Buffalo, Huntington-Charleston 
and Harrisburg, with the company 
reportedly planning to increase the list 
to 20 stations throughout New York, 
(Continued on page 42) 
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KRNT Radio is 
very big in Des Moines 





Big in total audience — see all surveys 

Big in total adult audience — see all surveys 

Big in service to the community — see Central Surveys 

Big in news — ten years of dominance — see all surveys 
Big in personalities — see Central Surveys 

Big in believability — see Central Surveys 

Big in local business 

Big in the lives of people in the community—see the people 


Big in sales impact — see Katz 


KRNT is 
Total Radio in Des Moines 


A COWLES OPERATION 
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The Buyer Talks About .. . 





IMPROVING THE SCHEDULE 


There might be a day when a buyer places a “perfect” schedule for 
a client, but that day will come only when there is no competition on 
the station—in fact, when there are no other advertisers on the station. 
Then, perhaps, the buyer can choose nothing but prime-time avail- 
abilities for his commercials. 

But today’s picture isn’t that simple. There are other advertisers 
locked into the “perfect” time slots. There are competing products in 
network shows that can’t be bought next to, and you might have to use 
a chainbreak when you want a minute, or vice-versa. Today (and 
tomorrow) no schedule is (or will be) perfect. 

But the buyer’s job is to make every schedule as near-perfect as possi- 
ble. Constant revision is the method used to achieve the goal. It’s true 
that there isn’t much you can do to improve a two-week flight or a four- 
week campaign once the initial buy is made; by the time you learn of 
a better availability, the schedule is over. But a 13-week placement 
affords time enough to make changes after the first few weeks, and a 
52-week campaign can be revised time and again. 

It’s the job of the station representative to notify the buyer of avail- 
abilities that look better than the ones already bought. The rep is in 
contact with the station continually and can check every day if necessary. 

If the rep doesn’t notify the buyer of new possibilities for the schedule, 
he’s asking for trouble. His attitude might be, “I’ve got the Brand X 
schedule on the station, and I know the buyer isn’t completely happy 
with those midnight spots. But he bought them. Now some 10:30 slots 
have opened up, but if I move the Brand X schedule, I'll have a rough 
time selling the midnight openingss to somebody else. Why not just 
forget any change and peddle the 10:30 avails?” 

From the rep’s viewpoint, it’s pretty logical thinking. What he might 
forget, however, is that the Brand X agency has ways of knowing whether 
or not it’s been side-stepped. First of all, when the buyer called for the 
station’s avails for the Brand X campaign, he noted the spots held by 
competition or by major advertisers. Let’s say a top national product 
had those 10:30 openings. Maybe a few weeks after Brand X starts its 
schedules, the buyer calls for avails on another campaign. He notices 
a local bank is now running commercials at 10:30—and the fur flies! 

The buyer of course reads the trades and keeps his ear to the usual 
sources of competitive information. He checks to see the spots Brand Z 
is using in the markets where his Brand X campaign is already running. 
And if Z’s bought-later announcements are better slotted than X’s, some- 
body’s in for trouble. 

An important point about schedule improvement is that every change 
must be reported immediately to the client. The reporting is not done 
merely to notify the client that his agency and buyer are “on their toes” 
for his benefit, and they’re not just sitting back and relaxing now that 
they’ve tied up his tv budget. It’s often necessary for the client to let 
his local dealers and sales force know about the changes. If he’s told 
a distributor that a spot will run at 9 p.m. and the spot runs a half-hour 
earlier, the results might be fine in terms of audience, but the distributor 
can think the tv campaign is canceled. 

Checking, revision and notification—three essentials of that “near- 
perfect” schedule. 




















by 
Hugh Kibbey 


CAR 
RECOGNIZIN’ 


@ The other evening while visit- 
ing my home town of Shelbyville 
(that’s in southeastern Indiana) | 
joined some old friends for a bit 
of “car recognizin’’ down on the 
main drag. Funny, with all these 
compacts and foreign jobs run- 
ning around, plus some of the 
‘61's, it's pretty tough any more 
to holler forth the brand name at 
first sight. Takes a lot of lookin’ 
and thinkin’, and sometimes some 
advice from someone in the busi- 
ness. 

A lot like TV this fall. Quite a 
parade of new names. (New net- 
work shows, new local shows, 
new talent, lots of new everything). 
There've been a lot of promising 
new grilles, exciting new shapes, 
sparkling new models, and about 
the only place you can get accu- 
rate engineering information is 
right in the showroom. At this 
NBC-TV showroom here in Mid- 
America, we're displaying a 
mighty pretty set of 1961 models. 
Smooth hardtops, lush converti- 
bles, hard working wagons and 
sedans, styled and engineered to 
speed you down the road to sales. 

We've been studying their de- 
sign, their potential performance, 
and we've come to the conclusion 
that the horsepower, torque and 
operating economy are better than 
ever. KATZ and | are ready to 
show you our new line, and 
put you in a fleet that will 
perform admirably 
for you and your 
client. 


CHANNEL 


WFBM 2 


INDIANAPOLIS 


BASIC NBC-TV AFFILIATE 
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Research Ready 


Including Young & Rubicam, 
Inc., and McCann-Erickson, Inc.. 
among its charter subscribers, a 
new tv commercial copy research 
service began operation this 
month. The service—Tv Com- 
mercial Reports, set up as a divi- 
sion of the Audits and Surveys 
Co.—involves querying a sample 
of 200 program viewers in 10 
cities between New York and St. 
Louis. 

Jack Boyle, formerly president 
of Qualitative Research, Inc., 
and a vice president of Daniel 
Starch & Staff, heads the newly 
formed organization. He de- 
scribed the research techniques 
used as “24-hour recall on such 
topics as correct brand name, 
sales points, main ideas, etc.” 
Additionally, the questionnaire 
employed gets data on respond- 
ents appraisals of the selling 
effectiveness of the commercials. 

The service will cover com- 
mercials on most nighttime net- 
work shows through next March, 
with the results to be syndicated 
to subscribers. Special studies 
can be conducted during day- 
time, late-night or other hours, 
Mr. Boyle noted. 





Ted Bates & Co., Inc.. timebuyer Jim 
Curran places Fab scehdules for Col- 
gate-Palmolive Co. 


campaign running into mid-January. 
Extensions and the additions of a few 
other areas are possible, depending on 
results. Walter Reed is the timebuyer. 


BAKERS FRANCHISE CORP. 
(Mogul Williams & Saylor, Inc., 
N. ¥J 

For its LITE-DIET bread, this organization 
of 125 franchised bakers across the 


country is currently kicking off a campaign 
of spots on 33 tv stations. Filmed minutes 
and ID’s in fairly light frequencies will 
run about 13 weeks, Lynn Diamond is 

the timebuyer. 


BINNEY & SMITH CO. 
(Chirurg & Cairns Co., Inc., N. Y.) 
For its pre-Christmas promotion, the 
maker of CRAYOLA crayons is continuing 
to use Captain Kangaroo on CBS-TV and 
is adding a few participations in NBC-TY’s 
Today show to reach the parents. Spot 
schedules are going in seven markets, 
with both live and filmed minutes in 

kid shows used. The item being promoted 
is a $2 set of crayons in a new tray-package 
with an art “project” book. Jean Tregre 
is the timebuyer. 


BOWMAN DAIRY CO. 
(J. Walter Thompson Co., Chicago) 


Having expanded from its Chicago market 
into a few other areas last year when it 
set lengthy placements of ID's, this dairy 
has continued widening its scope and 
reportedly was planning a new campaign. 
If the activity materializes, it will 
probably kick off late this month. Peggy 
Willebrand is the contact. 

(Continued on page 44) 











Spot (Continued from page 39) 


Ohio, Pennsylvania, West Virginia, 
Maryland and Virginia. Agency president 
Milnor Roberts is the contact. 


AMERICAN MOTORS CORP. 


(Geyer, Morey, Madden & Ballard, 
Inc., N. Y.) 


As noted in Tele-Scope Sept. 22, RAMBLER 
was readying a fall drive in spot. Plans 
now call for five to 10 spots on 125 
stations in top markets across the country, 
with the schedules running four weeks. 
The prime-time announcements got under 
way late last week and are concentrated 

in the period preceding week-ends. Betty 
Powell is the timebuyer. 


ANGOSTURA-WUPPERMAN 
CORP. 


(Foote, Cone & Belding, Inc., N. Y.) 


Last fall the producer of ANGOSTURA 
bitters went into New York with a heavy 
campaign of filmed minutes promoting 
the product as a food-seasoner. 

Angeles was later added. The company 
has returned to these two markets with a 
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At Kerker-Peterson, Inc., Minneap- 
olis, GARY W. HARM was promoted 
to media director. With this agency 
since 1952, Mr. Harm previously served 





on ihe media staffs of Campbell- 
Mithun and Knox Reeves Advertising 
in Minneapolis. 


DON DOUGLAS, timebuyer, trans- 
ferred from the Chicago office of 
Tatham-Laird, Inc., to the New York 
base. Included in his accounts are Men- 
nen and Boyle Midway. 


ELAINE AKST left the Rockmore 
Co., where she was head of the media 
department. Replacing her is MARY 
BURAK, who recently rejoined the 
company after one-half year with S. R. 
Leon Co., New York, and a year of 
traveling. 


FRED DUDAK joined Dancer-Fitz- 


gerald-Sample recently as an assistant 





Personals 


buyer on Procter & Gamble. He is re 
placing WOLF ALBER, who went into 


the service. 


ROBERT PENNINGER and 
GEORGE McLAREN have moved to 
Compton Advertising, Inc., Chicago, 
as media buyers. Mr. Penninger pre- 
viously was media buyer at Kenyor 
& Eckhardt, and Mr. McLaren was 
media buyer at Geoffrey Wade Ad 
vertising Agency. 


At Ogilvy, Benson & Mather, Ney 
York. STEPHAN SALONITES was 
hired as media research supervisor on 
the Shell, General Foods, Bristol- 
Myers and other accounts. Prior to 
OB&M., Mr. Salonites was general and 
sales manager at Television Personal 
Interviews, an account executive with 
American Research Bureau and direc- 
tor of sales development for the Katz 
Agency. 


HARVEY M. LaTERRE joined 
OB&M as a media supervisor. Prior 
to his move Mr. LaTerre did sales de- 
velopment work with NBC. 


RAYMOND C. DAVIS is now with 
Foote, Cone & Belding, Los Angeles 
and San Francisco, as broadcast super- 
visor. 


At Harris & Weinstein Associates, 
Atlanta, NELLE BELL was named 


media buyer. 


MARGOT TELEKI, assistant time- 
buyer on the Standard Brands ac- 
counts, has left J. Walter Thompson, 
New York. Replacing her is MARTHA 
THOMAN, assistant timebuyer. 
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im Watterson, timebuyer at Lam- 
bert & Feasley, disagrees with a 

point made recently by a timebuyer in 
this column. His target is the single- 
versus-multiple \ rate structures used 
by some television stations to discrim- 
inate between national and local ad- 
vertisers who are, in essence, buying 
the exact same thing—time. 

Mr. Watterson contends that the 
local advertiser should not have to pay 
a rate that includes the commission 
of a station representative, as he does 
not benefit by their services; but 
should pay the same rate for time and 
facilities of a station as anyone else. 
This may seem like a cold statement, 
he agrees, “but if the local man can’t 
afford the same rate, then he can’t 
afford television’s audience.” 

“Let's face it,” the timebuyer for 
the Warner-Lambert Pharmaceutical 
Co. declares, “the station has the right 
to sell in any way it wishes, whether 


JIM WATTERSON 


ne ge 


it entails a local rate, a national rate, 
a special rate for milkmen on Tues- 
days, or anything it might feel the 
‘traffic will bear. And most stations 
strive to be ‘fair’ to all. Therefore, in 
my opinion, the fairest thing for all 
concerned would be a price tag placed 
on the commodity (time) with a sign 
‘first come, first served.’ Then let the 
buyer decide whether or not the mer- 
chandise warrants the price. There 
will always be stations willing to make 





a ‘deal’; but if a buyer is up on his 
job, he will know where to throw 
away the rate card, national-local-or 
milkmen’s. 

“Advertising in 1960 A.D. is bas- 
ically the same as it was in 1960 B.C. 
in that we all want to have our sales 
message reach the people who are po- 
tential purchasers of our product,” 
Mr. Watterson asserts. “Therefore, if 
we, a national account, find television 
advertising fitting our plans and feel 
we can use this medium effectively 
and efficiently, we expect to pay the 
going rate, the fair rate, the same rate 
as anyone else who is vying for the 
same potential customer.” 

A New Yorker, married, with a 
“fantastic nine-month-old baby,” Mr. 
Watterson has worked with the Texas 
Co., Compton Advertising, Dancer- 
Fitzgerald-Sample and now Lambert 
& Feasley. Bowling, album collecting 
and banging out Dixieland jazz on 
the banjo are the timebuyer’s side- 


lines. 














WRGB 


puts your 
MESSAGE 


WHERE 
THE SALE 


BEGINS 




















Sales begin long 
before sales are 
made, and WRGB 
E is there at 
the outset in the 


homes (Sm and on 
the minds of the 








can translate your 


message into sales. 


Sales begin here, too, because 
more and more manufacturers 
are discovering the test-market- 
ability of this Northeastern New 
York and Western New England 
audience. The thousands of engi- 
neers, skilled workers, farmers 
and their families who live here 
represent a wide cross section of 
preferences and tastes. And, the 
metropolitan, suburban and rural 
nature of this market further 
gives you an excellent sampling 
of modern America’s living 
habits. But, what really makes 
sales begin here is that WRGB is 
the number 1 voice and picture 
in this area. Let WRGB place 
your message where sales begin. 
Contact your NBC Spot Sales 
representative. 


WRGB 


CHANNEL 
A GENERAL ELECTRIC STATION 
ALBANY © SCHENECTADY TROY 
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Spot (Continued from page 42) 


C. A. BRIGGS CO. 
(Fred Gardner Co., N. Y.) 


The maker of H-B cough drops (“the 
No. 1 brand in the New York area”) has 
been out of tv for about five years, but 
plans to return in a minor degree this 
winter in “special promotions” in 
selected markets. Material for film 
commercials is being prepared. The 
product has distribution in a regional 
area east of the Mississippi. Media 
director Harry Lotufo is the contact. 


CARTER PRODUCTS, INC. 
(Ted Bates & Co., Inc., N. Y.) 


New activity on Carter's WHIRL-IN 
deodorant and LITTLE PILLS was 
reported, with schedules of primarily night 
minutes getting under way early this 
month in upwards of 20 major markets. 
Dick Waller buys on the deodorant, 
Irwin Fleischer on the pills. 


CONTINENTAL WAX CORP. 
(Product Services, Inc., N. Y.) 


While Aug. 22 Spot Report noted a 
major campaign was in the works for 
SIX. MONTH floor wax, the full scope 
of the drive was only recently revealed. 
In addition to the firm’s initial entry 
into network via participations in Jack 
Paar and Dave Garroway, spot tv is 
running in 41 markets. Including the 
150 network commercials, a total of 
14,711 ty announcements—mostly filmed 
minutes featuring actor Rock Hudson— 
will run. Total budget is reportedly more 
than $2 million. Ben Pettick is the 
timebuyer. 


LET US BE YOUR 
NEW YORK OFFICE 
24-hour, 7 days a week, service 
specializing in tv and radio industry. 
PLAZA 9-3400 
Telephone Message Service 
22 E. 5éth St., New York City 










Station, Network and 
Personal Representative 
representing 

KELO-TV, Sioux Falls, S. D. 
KROC-TV, Rochester, Minn. 
KSBW-TV, Salinas, Calif. 
KSBY-TV, San Luis Obispo 
WIMA-TV, Lima, Ohio 
WPEN-TV, Traverse City, Mich. 
WTOM-TV, Cheboygan, Mich. 


235 East 46th Street, New York 17, N. Y. 
Plaza 5-4262 
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Art Edelstein buys in the network 
group for Procter & Gamble and 
Mennen at Grey Advertising Agency, 
Inc., New York. 





CORNING GLASS CO. 

(N. W. Ayer & Son, Inc., Philadel- 
phia) 

Additional buying is on for the 
CORNINGWARE appliance campaign 
noted here Aug. 22, with filmed minutes 
in day and late-night slots being set in 
selected top markets to run until 
Christmas. Arne rssieachae is the timebuyer. 








DAISY MFG. CO. 


(L. W. Ramsey Adv. Agency, Chi- 
cago) 

Amplifying the item on this toymaker’s 
upcoming campaign noted here Sept. 19, 
54 top toy markets will get minute-spots 
in schedules beginning early next month 
and running until just before Christmas. 
Frequencies vary, but average about three 
spots per market per week. Products 
are Daisy’s “Spittin’ Image” six-gun 
holster set, “Cheyenne” ricochet-sound 
rifle and Daisy air rifle. Mrs. Convery is 
the timebuyer. 


DUNCAN COFFEE CO. 


(Clay Stephenson Associates, 
Houston) 

New 20-second animated spots featuring 
“Mr. Perk and Senor Bean” are scheduled 
for airing this fall in a group of 
southwestern markets w here ‘ADMIR ATION 
coffee has distribution, Account executive 
Bob Brown is the contact. 


DU PONT-REMINGTON 
ARMS CO. 

(BBDO, New York) 

Activity here of several kinds, with the 


company readying a fall-winter promotion 


Agency Changes 


Two much smaller agencies were named 
to succeed Erwin Wasey, Ruthrauff & Ryan, 
Inc., on the Lanolin Plus account in one 
of the largest of switches in recent weeks. 
The cosmetic and hair products—Wash ’N 
Curl, Lanolin Plus Liquid and others— 
went to C. J. LaRoche & Co., with the items 
accounting for about 75 per cent of total 
billings. The remaining one-quarter went 
to Daniel & Charles, Inc., with the assign- 
ment of Rybutol, made by the Lanolin 
Plus subsidiary, Vitamin Corp. of America, 
and Color Plus nail-strengthening enamel. 
EWR&R put °59 billings on the account 
at $1 million, with Lanolin Plus giving its 
expenditures at $3.5 million, but noting 
that considerable 
through Dunnan & Jeffrey, a New Jersey 
agency that handles barter arrangements. 

Boyle-Midway 
Home Products Corp. reassigned some $4.5 
million in billings previously at J. Walter 
Thompson Co., with Ted Bates & Co., Inc., 
coming out well off as expected. Bates got 
Aerowax, Black Flag insecticides and Sani- 
Flush. Tatham-Laird, Inc., already han- 
dling Griffin polishes, Easy Off and others, 
added Aero-Shave. Cunningham & Walsh, 
Inc., which handles the firm’s new Easy On 
spray starch, got Wizard deodorizer, while 
Antrol and other garden products went to 
Maxwell Sackheim-Franklin Bruck, Inc. 

The Breast O’ Chicken Tuna account, 
billing about $1 million, was reported mov- 
ing from Grant Advertising to D’Arcy Ad- 
vertising Co., Inc. 

Olin-Mathieson Chemical Corp., which 
last month moved its institutional advertis- 
ing from D’Arcy Advertising Co. to Doyle 
Dane Bernbach, Inc. ,placed its Winchester- 


advertising was set 


division of American 


Western and packaging divisions also at 
DDB when D’Arcy announced it was re 
signing the entire account. The metals divi- 
sion will go to another agency. The three 
divisions account for about $1 million in 
billings. 

Reported last issue as considering a 
change, Electric Autolite Co. named BBDO 
to succeed Grant Advertising on its $2- 
million account. 

American Brewery, Inc., named Newhoff- 
Blumberg Advertising Agency, Baltimore, 
to succeed VanSant, Dugdale & Co., Inc., 
on its account. 

Gold Seal Vineyards, formerly with L. H. 
Hartman Co., moved to Kastor Hilton 
Chesley Clifford & Atherton, Inc., announc- 
ing a $200,000 budget for the coming year, 
with part of it going into tv. 

Another account placed at KHCC&A is 
the ice-cream division of DCA Food Indus- 
tries, Inc., with a budget of $350,000 to go 
into tv-radio for its frozen confections. The 
account was briefly handled by Marschalk 
& Pratt and Ted Bates & Co. 

Ronson Corp. named Papert, Koenig & 
Lois to handle its shavers and electric prod- 
ucts. Norman, Craig & Kummel, working 
on Ronson lighters, has been an interim 
agency on the account which left Grey 
Advertising earlier this year. 

Lever Bros. Co. announced the placing 
of four new products at three agencies. 


Summer County, a premium-priced mar- 
garine, went to SSC&B; Vim, Lever’s tablet- 
form detergent, went to Ogilvy, Benson & 
Mather, Inc., and J. Walter Thompson Co. 
got Starlight Shampoo and Mrs. Butter- 
worth’s Syrup. 
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St. Thomas, Virgin Islands, station 
vitv started telecasting Sept. 17. 


Opening ceremonies included mes- 
sages from vitv president William R. 
Lastinger (l.) and Gov. John D. 
Merwin. Some 400 tv sets are con- 
nected with the station by coaxial 
cable, with a survey showing an aver- 
age of seven viewers per set. It is ex- 
pected that 750 sets will be in opera- 
tion by the end of the year, with 
1,500 predicted for mid-1961. Charles 
Michelson, New York, represents the 
station for programming and time 
sales. 


on its REMINGTON CHAINSAWS in 

a good many farming and lumber 
markets, Past schedules have used 
non-prime minutes. Additionally, the 

du Pont fibres division kicks off a 
promotion on men’s shirts of synthetic 
fibres in about 18 markets this week and 
following, using live women’s personality 
minutes in mostly one-week campaigns. 
A few top areas will get slightly longer 
schedules. Bob Syers is the timebuyer. 


GENERAL FOODS CORP. 
(Benton & Bowles, Inc., N. Y.) 


There was reported activity for ALPHA- 
BITS in selected markets, with filmed 
minutes set in kid shows as usual. 
George Simko is the timebuyer. 


GENERAL MILLS, INC. 


(Dancer-Fitzgerald-Sample, Inc., 

a 

Filling out the four-week buy noted here 
Aug. 8 for RED BAND flour, the group 
of southern markets used previously 
begins nine weeks of nighttime minutes 
at about issue date. Bob Fitzgerald 

is the timebuyer. 


GOLDEN GRAIN MACARONI 
co 


(McCann-Erickson, Inc., S. F.) 

An expanded tv spot campaign is being 
used by the firm for its fall advertising 
push in principal markets in California 
and the northwest. Between 36 and 72 
announcements weekly will be aired in 
Los Angeles, San Francisco, Sacramento, 
Fresno and Seattle during the drive. 


Office manager Fred McCrea is the contact. 


GROVE LABORATORIES, INC. 
(Cohen & Aleshire, Inc., N. Y.) 


This maker of 4WAY COLD TABLETS, 
noted here Sept. 19 as setting schedules 
in a dozen markets initially, reportedly 
will expand into 60-70 areas as the colds 
season covers the country. Filmed minutes, 
20’s and ID’s featuring singer Gisele 
MacKenzie are being used. Tv-radio 
director Beth Black is the contact. 


HOOVER CO. 
(Leo Burnett Co., Inc., Chicago) 


In a fall push on its electric floor-washer 
introduced last year via spot and network, 
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DOLLARS ON A 


Represented by Peters, Griffin, Woodward, Inc. 


“WSFA-TV 





this manufacturer started schedules of 
day and late-night filmed minutes in 
eight markets late last month and will 
add two more late this month. Dick 
Niece is the timebuyer. 


INTERNATIONAL LATEX 
CORP. 
(Reach, McClinton & Co., Inc., N. Y.) 


As noted here July 25, ISODINE gargle, 
spray, etc., starts its fall drive a little 
later than in the past. About 50 markets 
will get placements of night minutes and 
some 20’s next month, with others to be 
added in December and January. The 
films will continue through the colds 
season. Marty Foody is the timebuyer. 


















































It’s not exactly a gift .. . but it's yours 
with one simple buy. Buy WSFA-TV and 
you effectively reach Montgomery and 
Central-South Alabama .. . where a 
million people spend over a billion dol- 
lars every year. 






The Broadcasting Co. of the South 
WIS-TV Columbia, South Carolina 
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Fred Marlin Mitchell Jr. has joined 
Kenyon & Eckhardt as a senior vice 
president, account management, it has 
been announced by David C. Stewart, 
president. Mr. Mitchell was jormerly 
with Dancer-Fitzgerald-Sample and 
will specialize in management super- 
vision of food and packaged goods 


accounts, 


ANDREW JERGENS CO. 
(Cunninghain & Walsh, Inc., N. Y.) 
Activity in the great many (60-70 or more) 
Jergens markets was noted as starting 
this month for a three-week campaign 

of day and night minutes and 20’s. Bill 
Birkbeck is the timebuyer. 





Promotion Preview 


A convention without a caucus 
isn’t a convention these days. 

That’s the evident opinion of 
the stations represented by Ed- 
ward Petry & Co., Inc., which 
are arranging their own agenda 
for an annual seminar to be 
held shortly before the Broad- 
casters Promotion Association 
conclave officially opens. 

This year’s meet is set for 3 
p-m. on Nov. 13, with attendance 
limited to promotion, research, 
merchandising and other execu- 
tives of Petry stations. Question- 
naires went out to the stations 
last month, inquiring as to the 
year’s most effective promotions 
in audience. national and sales 
fields. Also asked was a ranking 
of topics of highest interest— 
research, trade advertising, pre- 
sentations, etc. A tabulation of 
replies provides the discussion 
subjects. 
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S. C. JOHNSON & SON, INC. 
(Needham, Louis & Brorby, Inc., 
Chicago) 

About 24 markets get new placements 

of day and night minutes late this month 
for STRIDE furniture polish. Films will 
run for eight weeks on a 12-15-spots- 
weekly basis, Marianne Monahan is 

the timebuyer. 


LEVER BROS. CO. 

(Ogilvy, Benson & Mather, Inc., 
N. 3 J 

VIM, a new detergent in the form of 
tablets, has been placed at OBM and 

is currently in test markets. The product 
reportedly is expected to do very well, 
but national expansion naturally is 
dependent on final test results. Art 
Topol is the timebuyer. 


LEVER BROS. CO. 

(SSC&B, New York) 

Another new product from Lever, 
SUMMER COUNTY margarine is 
reportedly using spot tv in a few test 
markets. Mike Cambridge is the timebuyer. 


Rep Report 

CBS-TV Spot Sales formed a sales pres- 
entation department, with Daniel R. Kelly 
named manager of sales presentations. He 
reports to W. R. Hohmann, director of re- 
search and sales promotion, and has been 
assistant research manager for the spot 
sales department for the past year. Previ- 
ously Mr. Kelly was with Avery-Knodel. 





MR. FALCETTA 


A new promotion-publicity department 
was established at the Bolling Co., with 
John F. Falcetta named director of the 
operation. Mr. Falcetta, for the past four 
years assistant promotion director at H-R 
Representatives, Inc., will handle national 
sales promotion and publicity for Bolling, 
as well as related services for the firm’s 
14 tv stations and 25 radio outlets. 

John A. Garland, last with Scott Paper 
Co., joined the sales staff of Devney- 


O’Connell, Inc. 


Continuing its regular releases of mar- 
ket studies on areas where it has stations 
represented, Avery-Knodel, Inc., issued a 
new survey on Albuquerque and KOAT-TV’s 
effectiveness in that market. 
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Construction will start immediately on the new 40,000-square-foot home of 
KTRK-TV Houston, with completion expected by next summer. The building will 
be of an unusual design, with circular studio area and with the facility built 
around a center patio and reflecting pool. Office area is to be in an L-shape and 
is all on one floor, 281 feet long on one side and 190 feet on the other. Bands 
of color, used in office decor, will reflect through the glass wall to the inner 
court. The new building is being built on a four-acre site on Bissonnet between 
Buffalo Speedway and Westchester. White, with colored glass tile and mosaic 
work, the building will front on Bissonnet with a pierced masonry wall. Lloyd 
& Morgan are the designers, and Tellepsen Construction Co. is general con- 
tractor. The studio is enclosed in a circular wing, 140 feet in diameter and 42 
feet tall. Outside walls are surfaced in a crushed white onyx embedded in con- 
crete, with a white dome composition roof. The studio area is 53 feet across, 
encircling a central core containing public and client viewing rooms on the 
ground level and the completely new engineering installation and studio con- 
trol rooms on the second floor. The studio area has ceilings 22 feet high at the 
outside and 34 feet in the center and can be divided into individual units of 
any size. Each studio is soundproofed, with each studio control room overlook- 
ing the full expanse of the studio floors. Lighting will be of the latest variety, 
as will be the air-conditioning units. Two outside areas will be available as 
additional studios. W. E. Walbridge, vice president and general manager, says, 
“With the inaugural of these facilities KTRK-TV moves into the front rank of 
stations in the nation.” John T. Jones Jr., president, states: “The public ac- 
ceptance of KTRK-TV becomes the cornerstone of our new building.” “We an- 
nounce the plans and construction of the new channel 13 building with great 
pride and satisfaction,” adds Wright Morrow, chairman of the board of 
directors. 


LEVER BROS. CO. 
(J. Walter Thompson Co., Inc., N.Y.) 


Sparing? “none - Continuing a reorganization of its broad- 
é 0 0 ew roc cts nace a s .*, > 4 . 
agency are uiaauilie te t aege oh wine cast departments, Fuller & Seaith & Ress, 
spot to varying extents. One product— Inc., named David Mathews head of all 
a liquid detergent called REWARD—is broadcast activities for the Los Angeles of- 
in Des Moines and Rochester: STARLIGHT 
SHAMPOO and MRS. BUTTERWORTH’S e es : 

syrup are the other test items, Richard coast network ty, acting as agency pro- 
Nyborg and John Sisk are the buying d 
contacts, In Chicago Jon Christopher was ap- 


LIONEL CORP. 


Agency Appointments 


fice. He had been vice president for west- 
ucer on the Alcoa programs and others. 


pointed creative director for tv and radio 
at MacFarland Aveyard & Co. Mr. Chris- 
(Grey Adv. Agency, Inc., N. Y.) topher was previously a tv writer with 
As noted in Tele-Scope last July 25, this EWR&R and several other agencies. 

train firm has a three-way pre-Christmas Recently named 
Promotion involving tv. In addition to a 

half-sponsorship on the NBC-TV 


senior producers at 
Young & Rubicam, Inc., New York, were 


anksgiving Parade, it is placing a Carl Sturges, Robert Waters, Pyrmen 
specially prepared puppets-and-trains Smith, William Muyskens and _ Dick 


(Continued on page 50) Saunders. 


RADIO and TELEVISION 


STATEMENT REQUIRED BY THE ACT OF AU- 
GUST 24, 1912, AS AMENDED BY THE ACTS 
OF MARCH 3, 1933 AND JULY 2, 1946 (Title 
39, United States Code, Section 233) SHOWING 
THE OWNERSHIP, MANAGEMENT, AND CIR- 
CULATION OF TELEVISION AGE published bi- 
weekly, every other Monday, at Baltimore, Md., 
for October 3, 1960. 

1. The names and addresses of the publisher, 
editor, managing editor, and business managers 
are: Publisher: Sol J. Paul, Editor: Art King, 
all of 444 Madison Avenue, New York 22, N. Y. 
Managing editor and Business Manager, none. 

2. The owner is: Television Editorial Corp., 
444 Madison Ave., New York 22, N. Y. Stock- 
holders: Mrs. Elizabeth Ver Bryck, Riverside, 
Conn., Dan Hite, Washington, D. C., Joseph D. 
Isaacson, NYC, Louis M. Jacobs, Buffalo, N. Y., 
Andre Longchamp, NYC, Sol J. Paul, NYC, David 
Yellin, Briarcliff Manor, N. Y., Marlin & Sand- 
berg, NYC, Horace Nahm, NYC, Television En- 
terprises, NYC, and Arthur E. King, NYC. 








3. The known bondholders, mortgagees, and 
other security holders owning or holding 1 per- 
cent or more of total amount of bonds, mort- 
gages, or other securities are: (If there are 
none, so state.) None. 

4. Paragraphs 2 and 3 include, in cases where 
the stockholder or security holder appears upon 
the books of the company as trustee or in any 
other fiduciary relation, the name of the person 
or corporation for whom such trustee is acting; 
also the statements in the two paragraphs show 
the affiant’s full knowledge and belief as to the 
circumstances and conditions under which stock- 
holders and security holders who do not appear 
upon the books of the company as trustees, 
hold stock and securities in a capacity other than 
that of a bona fide owner. 

5. The average number of copies of each issue 
of this publication sold or distributed, through 
the mails or otherwise, to paid subscribers dur- 
ing the 12 months preceding the date shown 
above was: 5,526. 

Sol J. Paul, 
Publisher. 

Sworn to and subscribed before me this 30th 

day of September, 1960. 
Carol Rose Pape 
Notary Public, New York County 


(My commission expires March 30, 1961) 
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ALBANY-SCHENECTADY- 
TROY 
3-Station Report 
(four-week ratings) 


TOP SYNDICATED FILMS 

















1. Rescue 8 (Screen Gems) wros Tue. 10:30 ..17.9 
2. Coronado 9 (MCA) WTEN Sat. 10:30 cae ne 
3. Mike Hammer (MCA) wreos Sat. 10:30 14.8 
4. Highway Patrol* (Ziv-UA) wast 

PU... BGtRD ce ccncdcesess Trey 14.4 
5. Johnny Midnight* (MCA) wresp 

ME, BOSE cc cncscessncces er eee 14.0 
6. Death Valley Days (U. S. Borax) 

TD TR, Fh cece cc cesescecccces - 13.9 
7. Lock Up (Ziv-UA) wren Mon. 7 ....... 12.8 
8. Huckleberry Hound (Screen Gems) 

WD TR. BH iwcces cos ccnce 12.3 
9. This Man Dawson (Ziv-UA) 

wast Mon. 10:30 ......... -12.0 
16. Whirlybirds (CBS) wast Sun. 6 eeewese 11.9 
11. Grand Jury (NTA) wres Wed. 10:30 11.5 
12. U. S. Marshal (NTA) wros Fri. 7 -11.3 
2. Not For Hire (CNP) wrop Sun. 10:30 ...11.3 
13. Manhunt (Screen Gems) wres Wed. 7 -10.4 
14. Shotgun Slade (MCA) wreop Sat. 7 9.3 
14. Sea Hunt (Ziv-UA) wast Tue. 10:30 .... 9.3 

TOP FEATURE FILMS 
1. Dinner Showcase wast Wed. 6-8:30 . 12.6 
2. Early Show wren Mon PO nceeuccdae 12.4 
3. Early Show wTen Fri. 5:30-7 -11.8 
4. Movie 6* wros Fri. 8-9:30 «28.7% 
5. Early Show wren Tue. 5:30-7 .......... 10.9 
TOP NETWORK SHOWS 
sS Ff we re 39 
2. The Untouchables* wasT ............. -33.3 
3. The Price Is Right wres ...... .30.0 
4. Bachelor Father* wren 2 
5. Wagon Train wares ..... 
S, Se WD ke accncesscinesocics é 
7. 77 Sunset Strio wast 8 
Re Se ee Se Doce cceccncoencen 26.8 
8. Peter Gunn WRGB ........... 26.6 
9. Alcon Theatre* WRGB ............ 24.8 
PORTLAND.- 

MT. WASHINGTON 
3-Station Report 
(four-week ratings) 

TOP SYNDICATED FILMS 

1. Highway Patrol (Ziy-UA) wesu-tv 

WN COO incdkicccksseeess 21.7 
2. San Francisco Beat (CBS) 

WORST BE. Dos cwascccds Teererir? | of 
3. U. S. Marshal (NTA) WGAN-TV Sat. 10:30 .17.4 
4. Mike Hammer* (MCA) wcsn-tTv 

Te. BRENe sec ccseces 0 eet -16.7 
5. Huckleberry Hound (Screen Gems) 

ee Cs i: wenkins wecmaub ass - 16.1 
6. Death Valley Days (U. S. Borax) 

Ee Ck © wséspasteon se sae 14.1 
7. Brave Stallion (ITC) wosu-tTv Wed. 7 - 13.8 
8. Cannonball (ITC) wGan-tTv Wed. 7 13.5 
9. Whirlybirds (CBS) wosH-tv Sun. 6:30 12.6 
10. Popeye (UAA) wosH-Tv M-F 5 12.1 
11. Navy Log (CBS) woan-tv Tue. 7:30 12.0 
11. Highway Patrol* (Ziy-UA) 

Co ae a re 12.0 
12. Border Patrol (CBS) wGaN-tTv Tue. 7 11.7 
3. The Vikings (Ziy-UA) wesH-Tv Tue. 7 10.9 
13. Sea Hunt (Ziv-UA) wGaN-Tv Thu. 7 10.9 

TOP FEATURE FILMS 
1. Cinema 8* wmaTw-tv Fri. 8-10:30 11.3 
2. Theatre 13 WGAN-TV Sat. 11-12 .......... 6.4 
3. Shock Theatre WGAN-Tv Fri. 

OO ee 4.8 
4. Early Show wmTw-tv Tue. 5:30-7:30 4.3 
5. Early Show wMTW-Tv Mon. 5:30-7:30 4.2 

TOP NETWORK SHOW 

1. The Price Is Right wosH-?TvV ........ 41.2 
2. Esther Williams* WOsH-Tv ...... .40.3 
3. Wagon Train WCSH-TV .... Sscccieeeeeeee 
4, TOR GUTOR WOANHREV 2nc ccc cc ccces -30.1 
5. I’ve Got a Secret WGAN-TV . 28.3 
Ce Me TRIPE cccecccccsvcucdc 27.9 
7. Gunsmoke WGAN-TV ...... .27.6 
8. G. E. Theatre wWGaN-Tv - 25.8 
9. Alcoa Theatre* WOSH-Tv ........ -25.7 
10. Bachelor Father* WCsH-TV ........ 24.0 

“Indicates programming changes during four-week 


period. Ratings for one week are given 
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- Lassie WDBJ-TV 
. I've Got a Secret wpBJ-TVv 
10. 


BOSTON 
3 Station Report 
(four-week ratings) 


TOP SYNDICATED FILMS 





Lock Up (Ziv-UA) wapH-Tv Thu. 10:30 ..23.0 

U.S. Marshall (NTA) WNAo-Tv Sat. 10:30 18.5 

Border Patrol (CBS) wsz-tv Wed. 7 ....14.7 
. Honeymooners* (CBS) wNnao-tv Thu. 7:30 13.3 
. Mike Hammer (MCA) wNao-Tv Sat. 7 ...13.2 
. Whirlybirds (CBS) wwnao-tv Fri. 7 ...... 12.0 

This Man Dawson (Ziy-UA) wsz-Tv Thu. 7 11.7 

Our Miss Brooks* (CBS) wNnao-Tv Tue. 8 11.3 
. Phil Silvers (CBS) waz-tv Thu. 10:30 ...11.3 
. Sea Hunt (Ziv-UA) wWHDH-TV Tue. 10:30 11.0 
. Topper* (Schubert) wnao-Tv Thu. 8 ....10.7 
. Highway Patrol (Ziv-UA) wez-tTv Sat. 7 ..10.2 
. Big Story (Flamingo) waz-Tv Tue. 10:30 .. 9.7 
. Four Just Men (ITC) wsz-tv Sat. 10:30 . 9.6 
. Rendezvous (CBS) wsaz-tv Sun. 10:30 .... 9.4 

TOP FEATURE FILMS 
. Boston Movietime waz-tv Fri. 5-6:30 ....10.3 

Boston Movietime waz-Tv Thu. 5-6:30 .... 9.7 
- Boston Movietime wsz-Tv Mon. 5-6:30 .... 9.2 

Wednesday Showcase WNAO-TV 

Wee. SrBO-B2BO  cccrvrcccccccccccccsceces 8.7 
. Million Dollar Movie wnac-Ttv Sat. 1-6 .. 7.7 

TOP NETWORK SHOWS 
. The Untouchables* WHDH-TV ............. 38.5 
. Esther Williams® wBZ-TV ...............38.5 

Lawrence Welk WHDH-TV ........++eee5: 31.9 

77 Sunset Strip* WHDH-TV ........+...++- 30.4 

Gunsmoke WNAO-TV ......002scccccccces 29.1 

U.B. Steel Meur® WHAO-TH .ncccccccccss 28.0 

Perey Basen WHAG-TV 2... cc cccccccccccce 27.6 

The Real McCoys* WHDH-TV ..........- 26.7 

I’ve Got a Secret WNAC-TV ..........- 26.0 
errs a 25.7 

ROANOKE 
3-Station Report 
(four-week ratings) 
TOP SYNDICATED FILMS 
. Death Valley Days (U. S. Borax) 

WDBJ-TV Mon. 7 .......+-- cosececes -SO6 
. Highway Petrol (Ziv-UA) wpBJ-TV 

Mon. 9:30 ..ccccceccceecs 20.3 

Three Stooges (Screen Gems) 

WOEs-Tv M-F Gs80 2. cccccccsscccveces 16.4 
. Lock Up* (Ziv-UA) wops-Tv Thu. 9 .....16.0 
. Huckleberry Hound (Screen Gems) 

WOEB-TV Fri. 6 nnn ccccscccccccccscses 15.4 
. Medic (CNP) wpsy-Tv Fri. 7 ..........15.4 

Jeff’s Collie (ITC) wpops-tTv Wed. 7 ....13.1 
. Whirlybirds* (CBS) wsts-tv Thu. 7:30 ..12.7 
. Quick Draw McGraw (Screen Gems) 

Wara-TV Wed. 6 ....ccccccccsseees 11.8 
. Silent Service (CNP) wpps-tTv Sun. 6 11.2 
. Woody Woodpecker (Burnett) WsLs-TV 

wee, B cececivers Géb be dedesevese 11.2 

Manhunt (Screen Gems) wsts-Tv Wed. 7 ..10.3 


Bugs Bunny (UAA) wpsys-Tv Sat. 11 a.m. .10.0 
Mike Hammer* (MCA) wSsLs-Tv Sun. 10:30 .10.0 
Tombstone Territory (Ziv-UA) wpBJ-Tv 

Thu. 9 oc. SoS s oC Sew ase Coes sesecoens 9.4 


TOP FEATURE FILMS 


Western 10 Theatre wsLs-TV 





Bat. G20 Gm. ccc cccccsccccess nace $.5 
. Late Show wpBs-Tv Sat. 
ROsEE-TE DS GM. cs cceswesicacdcoe 7.7 
. Early Show wpps-tv Wed. 5-6:30 7.2 
. Early Show wpps-Tv Mon. 5:30-6:30 f 
. Early Show wpny-Tv Tue. 5-6:30 ....... 5.0 
TOP NETWORK SHOWS 
re Se Ce civscesesieucuas 43.7 
Gunsmoke WDBJ-TV ..........-0+:% 37.2 
The Price Is Right WSLS-TV ........ 34.1 
Have Gun, Will Travel wpBJ-TV ...... 33.1 
Ed Sullivan WDBI-TV .......0.-escees 30.9 
eS ff. BPC rvireTere rrr rr 30.4 
Perry Mason WDBJ-TV 9.5 


Father Knows Best WDBJ-TV ........... 28.0 
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CHARLESTON-HUNTINGTON 


3-Station Report 
(four-week ratings) 


TOP SYNDICATED FILMS 











1. Rescue 8* (Screen Gems) WSAZ-TY 

i rere ee roe es 23.0 
2. Whirlybirds* (CBS) wsaz-tv Thu. 7 21.7 
3. Not For Hire (CNP) WHTN-Tv Sat. 10:30 ..20.9 
4. Huckleberry Hound (Screen Gems) 

WHROE Bim. BF ccccckivcsscnceseccecss 18.7 
5. Sea Hunt* (Ziv-UA) wous-tTv Thu. 10:30 .16.8 
6. Waterfront* (MCA) wsaz-Tv Sun. 4 et 
7. Phil Silvers (CBS) wsaz-tv Tue. 10:30 15.4 
8. Death Valley Days* (U. S. Borax) 

ween-ee Pel. FT ncccccecs ecosccccceee 15.3 
9. Manhunt (Screen Gems) wsaz-TvV Wed. 7 14.3 
10. Cannonball (ITC) wsaz-Tv Tue. 7 13.1 
11. Sciexce Fiction Theatre* (Ziv-UA) 

wsas-Tv Sun. 4:30 ......ccceees -12.0 
12. Roy Rogers (Roy Rogers Synd.) 

WES GR: FB acc ncceacuccestceecs 11.2 
13. Tombstone Territory (Ziv-UA) 

WSAZ-TV Wed. 10:30 ......0ccce me -1l. 
14, Sgt. Preston (ITC) - 10.3 
15. Brave Stallion (ITC) wous-tTv Sat. 8 ....10.0 

TOP FEATURE FILMS 

1. Shockwatch wsaz-Tv Sat. 11:15-1 a.m. ....10,2 
2. Sunday Movietime* wsaz-Tv Sun. 1-4 oo 
3. Movie Spectacular WHTN-TV Sat. 6-7:3@ .. 7.5 
4. Late Show wous-tv Sat. 12-1 a.m. . 7.4 
5. Theatre 13 WHTN-TV 

Bri, 11:25-12:45 a.m. ....cccccces 7.1 

TOP NETWORK SHOWS 
R. Tae TR WED nos cc ees cescnctenne 37.8 
2. The Real McCoys* wuos-Tv . -32.0 
3. Esther Williams* wsaz-Tv ..31.6 
4. The Rifleman WOHS-TV ....... . 30.7 
5. Gunsmoke WHTN-TV é - 30.2 
6. The Untouchables* wous-TVv - 28.4 
6. Bats WEAR ccescccccncss - 28.4 
7. Bachelor Father* wsaz-Tv ..... - 28.0 
C, TRO WHABTE occ cc ccccsedecsccccseces 27.3 
9. The Price Is Right wsaz-Tv -27.0 
~ ~ 
ST. LOUIS 
4-Station Report 
(four-week ratings) 
TOP SYNDICATED FILMS 

1. San Francisco Beat (CBS) KMOX-TY 

GR BST chide cttrevacdcdicvcwases -22.5 
2. Highway Patrol (Ziv-UA) KTvr Tues, 9:30 .19.4 
3. Whirlybirds (CBS) kKsp-rv Tue. 10 ...... 17.5 

4. Mike Hammer (MCA) Ksp-Tv Sat. 10 17.1 
5. This Man Dawson (Ziv-UA) KspD-TV 

Bem. 10 ccsccccccccns cee heat esneen -17.0 

6. Sea Hunt* (Ziv-UA) ktvi Fri. 10 ...... 15.9 
7. Death Valley Days (U. S. Borax) 

KSD-TV Sat. 9:30 . 16aee de ede een 14.9 
8. U. S. Marshal* (NTA) kKTvi Thu. 9:36 14.7 
9. Rescue 8* (Screen Gems) KTVI Thu. 10 13.3 
9. Grand Jury (NTA) kKsp-Tv Sun. 10 ...... 13.3 
10. The Vikings (Ziv-UA) Ksp-Tv Sun. 9:30 ..13.1 
11. Lock Up (Ziv-UA) kKsp-tv Wed. 9:30 ....12.7 
12. Shotgun Slade (MCA) Ksp-Tv Fri. 10 .... 8.7 
13. It’s a Great Life (CNP) Ksp-Tv Tue. 9:30 . 8.6 
14. Huckleberry Hound (Screen Gems) 

rrr eerTeTTer cy ey ry 8.5 

TOP FEATURE FILMS 
1. Summer Theatre KMOX-TV 

Sat. 10:15-12 mid $kee seneeeeene 11.3 
2. Early Show KMOX-TV Tue. 5-6 ........ -11.2 
3. Gold Award Theatre KsD-TV 

Sek. BOBO-ES34G Gh. ccc ceseccsecnes 10.6 
4. Early Show KMOX-TV Mon. 5-6 ......... 9.6 
5. Early Show KMOX-TV Wed. 5-6 .......... 9.0 

TOP NETWORK SHOWS 
1. Esther Williams* KsD-TV - 46.0 
3. Gunes ARMOR .ncccccccsccssccvcse 37.7 
3. What’s My Line KMOX-TV ..........ccc06 31.5 
4. Have Gun, Will Travel KMox-TV - 29.2 
SU Se 27.6 
G. Wuewy Wise MMOR SV onc ccs cccccccscs 25.3 
7. U. S&S, Steel Hour* KMOX-TY 24.1 
6. I've Gat a Gemek RMOEOT 2... 2. ccaccan 20.7 
©. TE Gemees Beep BEE ccsccccccesicccoun 20.1 
©. WE Gewed BOS cc ccccccesccesse -20.1 
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CHICAGO 
4-Station Report 
(four-week ratings) 


TOP SYNDICATED FILMS 











1, Trackdown (CBS) wesM-tv Sat. 9:30 ....21.3 
2. Sea Hunt (Ziv-UA) wnsq Sun. 9:30 ..... 20.5 
3. Mike Hammer* (MCA) weN-Tv Thu. 9:30 13.3 
4. Quick Draw McGraw (Screen Gems) 

WOOT TH © oc cseccasivecacsecazecss 11.2 
5. N. ¥. Confidential (ITC) wexs Tue. 9:30 10.4 
5. Death Valley Days* (U. S. Borax) 

Wan-SU Dad. 0298. oc cincssecdsacasacvecs 10.4 
6. Divorce Court (KTTV) woN-tTv Sat. 10:30 8.5 
7. David Niven* (Official) wepm-tTv Tue. 7 .. 8.0 
7. Bugs Bunny* (UAA) wGN-TVv Tue. 6:30 .. 8.6 
8. Ida Lupino* (Official) wapM-tTv Thu. 7 .. 7.7 
9. Johnny Midnight (MCA) weN-tTv Sat. 9:30 7.5 
10. ‘Villiam Tell* (NTA) woNn-tTv Wed. 6 7.4 
11. This Man Dawson (Ziv-UA) 

WON-TV Pri. O:330 wncccccsecsccecccese 7.3 
11. Grand Jury (NTA) wnsq Tue. 9:30 ...... 7.3 
12. Sgt. Preston (ITC) won-Tv Fri. 6 ...... 7.0 

TOP FEATURE FILMS 
1. Best of CBS* wapeM-tTv Sat. 10-12:45 a.m. 24.2 
2. Late Show wepM-Tv Sun. 10:15-12:15 a.m. 12.1 
3. Movietime USA wks Fri. 10-11:45 ..... 11.9 
4. Movietime USA wBKB Mon. 10-11:30 ....10.6 
5. Late Show waBM-Tv Fri. 10:15-12 mid. ..10.3 
TOP NETWORK SHOWS 

=> f_ fo Ore er 46.3 
3. Gumemasiee WHRMREV co cccc sc cccecsccccce s SER 
3. What’s My Line WBBM-Tv ..............31.9 
4. TE Gemnsd Geely WORD occ cceiccctacsss 26.3 
4. U.S. Steel Hour® WBBM-TV ...........+5 26.3 
5. The Untouchables* WBKB .........+.s0+5 24.5 
6. Wagon Train WNBQ ...... 22.6 
7. Lawrence Welk WBKB ..............-0+: 22.2 
8. Silents Please* WBKB .......... 22.0 
©. Revey Diese WRMMY cei ccccccsoscess 21.6 

SAN ANTONIO 

3-Station Report 

(four-week ratings) 

TOP SYNDICATED FILMS 

1. Death Valley Days (U. S. Borax) 

mmme-SU Gat. OcBO ccc ccccccavisscccons 36.2 
2. Huckleberry Hound* (Screen Gems) 

BONO-TU Thm. 6 .ncwscsccessccccrscsece 21.0 
3. Manhunt* (Screen Gems) WOAI-TV 

The. OSD cacccvctocensevesosesseccee 19.3 
4. Johnny Midnight (MCA) KONO-TV 

Bee, OO ccsiscccceucasnawnnese caves 17.7 
5. Decoy (Official) woat-Tv Tue. 9:30 ...... 16.4 
6. Popeye (UAA) KENS-TV M-F 5 ..........- 16.2 
7. Whirlybirds (CBS) woat-Tv Sat. 6 ........ 15.8 
8. U. S. Marshal* (NTA) KONO-TV 

The. O90. ccivcwisdnsindedsa cence 15.3 
9. Quick Draw McGraw (Screen Gems) 

BOMO-TY Blom. 6 cccccccccencccsccccece 14.2 
10. Science Fiction Theatre* (Ziv-UA) 

KONO-TV Fri. 6:30 ......... we tih ieee’ 14.4 
1. Border Patrol* (CBS) KoNo-TV Fri. 7 ....13.7 
12. Selence Fiction Theatre* (Ziv-UA) 

ROWO-EV Gem. E230 2... cccccsesecssecss 13.0 
3. Dick Powell* (Official) KONO-TV Mon. 9:30 .12.7 
13. This Man Dawson* (Ziv-UA) 

WoaksSv Tie. S200 sscesssedccdecascee 12.7 
13. Not For Hire* (CNP) woat-1v Thu. 9 ....12.7 
TOP FEATURE FILMS 

1. 206th Century Theatre KONO-TV 

Wek. BOCRRcED WE A noexes seanckscs 14.4 
2. 20th Century Theatre KONO-TV 

Sat. 10:15-12:30 a.m. ..........- 13.7 
3. 20th Century Theatre KONO-TV 

pS ee eee 11.7 
4. 20th Century Theatre KONO-TV 

Zoe. 30°S-B8508 BM. case cwcecss 11.4 
5. Academy Theatre KFENS-TV 

Det, 165SS-ER Wb, nd v ise os 60660504005 11.3 

TOP NETWORK SHOWS 
. Gunsmoke KBENS-TV 
2. Hawaiian Eye KONO-TV 
2. 77 Sunset Strip* KONO-TV 
3. Esther Williams* woal-TV ........... 
4. The Untouchables* KONO-TV ............ 
5. Have Gun, Will Travel KENs-TV 
6. Wagon Train WOAI-TV 
7. Aleoa Preserts KONO-TV 
a. Ree eee 
9. Adventures in Paradise* KONO-TV ........ 
9. Robert Taylor's Detectives* KONO-TV 








The. BS ccccccrcccccccccccscccvcccscess 9. 
7. State Trooper (MCA) KsTP-Tv Sun. 10:30 8 
8. Grand Jury* (NTA) wooo-Tv Tue. 7 ...... 8 
9. Not For Hire (CNP) wooo-tTv Tue .10:30 . 6 
9. Lock Up (Ziv-UA) KsTP-Tv Wed. 9:30 .. 6. 
10. Four Just Men (ITC) wcoo-Tv 

Wee. 10cBO cccccccescccccsececeses 6 
11. U. S. Marshal* (NTA) wTon-tv 

TAM. OID cicccasisssodsisecsvvececess 6. 
11. Manhunt (Screen Gems) KsSTP-TV 

Bet. BOsBO sccssesiee Secedocccescoser 6. 
12. Quick Draw McGraw (Screen Gems) 

WOOO-EV Wed. B .nccccccscccvccves oe S 
13. Amos ‘n’ Andy (CBS) wrcN-tTv Mon. 6 se & 
TOP FEATURE FILMS 
1. 9 O’Clock Movie KMsP-Tv Wed. 9-10:30 ..10. 
2. 9 O’Clock Movie* KMsp-tTv Fri. 9-10:30 ..10. 
2. Critics Award wcco-Tv Sat. 10:30-12 mid. .10. 

3. Movie Festival* wToNn-Tv 

Del.. 102SO-8Bs98 O.m. ccvccccccseccccces 8. 
4. 9 O'Clock Movie KMSP-TV Mon. 9-10:30 7. 

TOP NETWORK SHOWS 

1. Esther Williams KSTP-TV .......... 40 
2. What’s My Line wooo-Tv ..... -24 
3. I’ve Got a Secret WOCO-TV ........... .33 
@. Gumemake WOOO-TY ccccccccccccsccceses 22 
5. U. S. Steel Hour* wooo-Tv ............ 19 
6, Wagan Deets BOBPBV wccccessccccccsces 19 
7. Perry Mason WOCO-TV .......20+--eeeees 18 
8. Lawrence Welk WTON-TV ..........+4-: 18 
9. You Bet Your Life* KSTP-TV ............ 17 
10. The Untouchables* WTON-TV ...... -16 


1. Whirlybirds* (CBS) wrvr Thu. 7 ........ 29 
2. Rescue 8 (Screen Gems) wrvr Mon. 7 ....25 
3. Grand Jury (NTA) wtvT Sat. 10:30 ...... 25 
4. Rescue 8* (Screen Gems) wrvT Fri. 9 ....22. 
5. Sea Hunt (Ziv-UA) wria-Tv Tue. 7 ...... 22 
6. Not For Hire (CNP) wrvT Fri. 7 ........ 22 
7. Highway Patrol (Zivy-UA) wrvT Tue. 8 ..22 
8. Shotgun Slade* (MCA) wtvT Thu. 7:30 ..22. 
9. U. S. Marshal (NTA) wrLa-Tv Fri. 8:30 ..20. 
10, Dick Powell Theatre (Official) wrvT Mon. 7 .20 
11. Silent Service (CNP) wrvrT Sat. 6:30 ....19. 
12. Brave Stallion (ITC) wrvT Sun. 6:30 ....18 
13. Trackdown (CBS) wiv Fri. 8:30 ........ 18 
14. Manhunt (Screen Gems) wFLa-Tv Fri. 9:30 .17 
15. Tombstone Territory (Ziv-UA) 

WHEA-TV Fri. D9 wcccccccccsccsccsccecs 17 

TOP FEATURE FILMS 
1. Theatre 38 wsuN-Tv Sun. 5°30-7 ........ 13. 
2. MGM Movie wrLa-Tv Sun. 2:30-5 ........ 10 
3. Early Movie WFLA-Tv Mon. 5-6 .......... 8 
4. Sunday Theatre wrvT Sun. 4:30-5:30 .... 7. 
5. Early Movie wria-Tv Wed. 5-6 ........ 7 
TOP NETWORK SHOWS 

1. Esther Williams*® WFLA-TV ..........0005 49 
3. Peery Mason WIVT ....cscccccccccceces 
3. Gunsmoke WTVT .....ccceeeeesces 
S. Fe PR. WED. doce ccweccsesssnensic 
5. Wagon Train WFLA-TV 
6. What’s My Line wrvr 
T. Bie. Tey WEED ccwccccvecess 
S. Hep Gee @ Gems WORE seccicccsccciccss 31 
9. Have Gun, Will Travel WTVT ............ 31 
10. The Price Is Right WFLA-TV ............ 30 


. Death: Valley Days 


. Woody Woodpecker 


MINNEAPOLIS-ST. PAUL 
4-Station Report 
(four-week ratings) 
TOP SYNDICATED FILMS 

(U. S. Borax) 


9:30 
(CBS) 


woco-Tv Sat. 
Border Patrol* 


(Screen Gems) 


KsTP-Tvy Tue. 9°30 


(Burnett) Wwoco-Tv 


TAMPA-ST. PETERSBURG 
3-Station Report 
(four-week ratings) 


TOP SYNDICATED FILMS 





ececcressceceterees 20. 
KsTP-Tv Thu. 9:30 .19. 

Sea Hunt (Ziv-UA) wTron-Tv Tue. 9:30 ..13. 

. Huckleberry Hound 
WOOO-TV Tue. 6°30 2... cccccccccccsccces 11. 

- This Man Dawson (Ziv-UA) 
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. Late Show woavu-tv Fri 


. Esther William:* 


can awn es wwe wee 


. Manhunt (Screen Gems) 


. Four Just Men (ITC) 
. Huckleberry Hound* 


. The Vikings* 


. Three Stooges 


. Theatre 8 KTUL-TV Sat 
. Shirley Temple* 


. Gunsmoke KoTv 


Ce a 


. What’s My Line KoTv 
}. The Rifleman 
. Wagon Train Kvoo-TV 
. Happy Kvoo-Tv 
9. The Rebel KTUL-TV 
10. 


PHILADELPHIA 


3-Station Report 
(four-week ratings) 


TOP SYNDICATED FILMS 


TOP FEATURE FILMS 


Late Show woav-tTv Sat. 
Early Show woavu-Tv Mon. 5:30-T 
Late Show woau-Tv Wed. 11:15-12:45 «a 
Early Show woau-Tv Tue. 5:30-7 


TOP NETWORK SHOWS 


WROV-TY 
Gunsmoke WOAU-TV ees 
77 Sunset Strip wFriL-Tv 
The Untouchables* WFiIL-TY 
U.S. Steel Hour* woavu-Tv 
Have Gun, Will Travel woau-Tv 
Hawaiian Eye* WFIL-TVv 

I've Got a Secret woau-Tv 
The Rifleman wFIL-TV 


. Wagon Train wRov-Tv 


TULSA 
3-Station Report 
(four-week ratings) 


TOP SYNDICATED FILMS 


. Death Valley Days* (U. 8. Borax) 
KVOO-Ty Tue. 9:30 ....--eeeeceeeeee 
Grand Jury* (NTA) Kory Sat. 9:30 


Mike Hammer* (MCA) KTUL-Tv Thu. 9:30 . 


Sea Hunt* (Ziv-UA) KTuL-TvV Tue. 9:30 
Johnny Midnight (MCA) Kory Sat. 7:30 
KVOO-TV 

Mon. 8:30 ...cccecccccccccccvccess 
Kory Fri. 9:30 
(Screen Gems) 
KTUL-TvV Thu. 6 
(Ziv-UA) 
African Patrol* (NTA) 
Quick Draw McGraw (Screen 
KTUL-TV Tue. 6 

(Screen Gems) 


Kotvy Wed. 8 
KoTv Sat. 10 
Gems) 


BOTW M-F 5:15 .ncceccccccess 

This Man Dawson (Ziv-UA) 

Kvoo-Tv Thu. 9:30 ........ 
. Woody Woodpecker (Burnett) 

KTUL-TV Mon. 6 ..cciccccesseesseses 
. Popeye (UAA) KTUL-TV Wed 6 


TOP FEATURE FILMS 


10-11°30 
Kotv Wed. 6:30-8 
Hollywood Showtime KOTV 
Fri. 10:15-12:15 a.m 


. Hollywood Showtime KoTv 


Thu. 10:15-12 mid. 


. Award Theatre KoTv Sat. 11-12:45 a.m 


TOP NETWORK SHOWS 


Have Gun, Will Travel Korv 
Esther Williams* Kvoo-TV 
I’ve Got a Secret KOTV 


KTUL-TV 


M. Squad Kvoo-TV 


11:15-12:45 a.m. 18. 
11:15-12:30 am. 11. 
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. Mike Hammer (MCA) woav-Tv Sat. 10:30 26.4 
- Grand Jury* (NTA) wrov-tTv Thu. 10:30 ..15.5 
. Cannonball* (ITC) writ-tv Sun. 6 14.6 
- Medic® (CNP) writ-Tv Sat. 10:30 ...... 12.7 
. Rescue 8 (Screen Gems) wrov-tTy Wed. 7 12.4 
. Death Valley Days (U.S. Borax) 

WROV-TV Mon. 7 ..... os -11.8 
. Johnny Midnight (MCA) wrov-tTyv 

Cnet. SOO ccccve . ° 11.3 
. Sea Hunt (Ziv-UA) woavu-tv Sat. 7 11.3 
. This Man Dawson (Ziy-UA) wroev-ty 

Sun. 10:30 ....... bbs enw oe vs eoces 11.2 
. Popeye (UAA) writ-Tv M-F 6 . 10.7 
. Phil Silvers (CBS) wrov-rv Thu. 7 -10.1 

Shotgun Slade (MCA) wsov-tv Fri. 7 9.5 

Victory at Sea* (CNP) wrov-tv Sun 5:30 9.3 

Lock Up (Zivy-UA) wrov-tTv Tues. 7 9.0 

Sheriff of Cochise (NTA) woau-Tv Sat. 6:30 8.7 
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25 
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48.5 

32.7 
-30.8 
-29.3 
-27.9 
-27.5 
.-27.0 
. -23.0 
-22.9 
.-22.0 







































The Rockford media group entertained 50 Chicago advertising executives on a 
one-day tour of the Rockjord, Ill., area recently. Hosts included wRex-Tv, 
wtvo Television, WRRR, WROK and WJRL as well as the Rockford Morning Star 
and Register Republic. Flown to the area, the group was given a tour of the 
area and entertained at luncheon, spent the afternoon in recreation, including 
golf and swimming, and heard short talks by representatives of each medium 
at the dinner in the evening. Among those present were (Il. to r.) Dwight Reed, 
vice president, H-R Television, Chicago; Edmund Fitzgerald, director of radio 
and television, J. Walter Thompson, and Joe M. Baisch, vice president, WREX- 
TV Rockford. 

reach 20 million _ ae 


. (Continued from page 47) with a campaign last fall in a large 
people in 9 states Spot , a number of top markets and followed it 





. : : half-hour film in more than 30 markets. up with a spring drive this year. At press 
with entertainment, education, and Kids and family-type viewing periods time, planning was on for a new drive 
public service unequalled by any are sought. Spot schedules of filmed using filmed minutes to start late this 

: ; minutes and 20's will also go into kid month or in November, but details were 
broadcaster in the history of the shows in top areas, with an early incomplete. Marge Flotron is the timebuyer. 
industry. Our pride and our November starting date set for the 

ge ¢ half-hour “kick-off” show. Jerry Rettig, : sata SAL. He 
privilege! assisted by Hank Thom, is the timebuyer. MONMOUTH CANNING CO. 

MAYTAG CO. (Hicks, Greist & O’Brien, Boston) 


WLW RADIO 


(ids Matatie Co. ine. Chics) This maker of HOMEMAKER’S BOSTON 
5 ett Co., " ag. 4 -ANS ] ieee Mok eee 
38th year on the air, consistently ranks a z : . BAKED BEANS, last reported here last 

~ 2 This appliance maker first entered spot Dec. 28, is continuing to use day and 


among the top 10 Radio Stations in 
America! 


WLW TELEVISION 


B&W TV pioneer and now COLOR 
TV leader in the Country! 


WLW-T WLW-D 





Py 

Television Television ie 
Cincinnati Dayton 

ar 

WLW-C WLW-I cl 

Television Television t. 

Columbus Indianapolis on 

WLW-A . 

Television Three executive promotions have been announced at Zimmer, Keller & Calvert, st 

Atlanta Detroit. Ralph E. Keller (l.) has been named chairman of the board. He has r 

So when buying Radio or TV time, been president since 1949 and joined the agency in the early 1920's. Harry W. ” 

call your WLW Representative. You'll | Calvert (c.) has been elected president. He will also be chief executive officer SI 

be glad you did. | of the agency. Previously executive vice president, Mr. Calvert has been with al 

Crosley Broadcasting Corporation | the agency for 15 years. A. H. Ritter (r.) is the new executive vice president. tu 

a division of Aveo | He has been a vice president with the firm for 13 years. wi 
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Gasoline and TV 


Gasoline companies continue 


to expand their use of television 
advertising. 

In the first six months of 1960 
this group spent more than $21.3 
million for national spot and 
network advertising in gross 
time alone, an increase of 45 per 
cent over the $14.7 million spent 
in the like period of 1959. 

National spot gained the larger 
share of television billings, ac- 
cording to TvB-Rorabaugh fig- 
ures. In the first six months na- 
tional spot billings were $13.- 
199,000 against $12,375,000 in 
1959. 

With national marketing of 
single brands growing, greater 
use of network television might 
be expected in the future, though 
spot television will continue to 
be a leading force for the petro- 


leum industry. 














Sale of the WBIR Stations, Knoxville, subject to FCC confirmation, to WMRC, 
Inc., Greenville, has been announced by officers of the Taft Broadcasting Co. 


and the purchasers. Contract price was reported as $3,250,000. Present at the 


night minutes, 20’s and ID’s in its New 
England area. Boston, Bangor, Springfield 
and Presque Isle are the current markets. 
Media director Esther McQueeney is 

the contact. 


C. F. MUELLER CO. 

(DCS&S, New York) 

For its MUELLER’S macaroni and other 
products, this company is using spot 
through the fall-winter season in three 
tv markets—New York, Boston and 
Philadelphia. Frequencies range from six 
to 18 filmed minutes and ID’s per week. 
Lou Bullock is the timebuyer. 


READER’S DIGEST 

(JWT, New York) 

After a brief hiatus from spot, this 
magazine's newsstand sales campaign 
comes back again late this month in a 
push on the November issue. Two changes 
will occur, however, in that the market 
list is no longer the huge one used 
throughout the spring and summer, but 
includes only about half-a-dozen top 
areas. Secondly, ID’s are out in favor of 
minutes in day and night slots. The 
schedule is brief, but if past activity is 
followed, it could be repeated for 
succeeding issues. Greg Bathon is 

the timebuyer. 


PAN AMERICAN COFFEE 
BUREAU 

(BBDO, New York) 

With one of its members—the Colombian 
Coffee Growers Association—having 





closing were: (l. to r.) J. Kelly Sisk, president, Greenville News-Piedmont; 


R. A. Jolley, president, WMRC, Inc.; Hulbert Tajt Jr., president, Tajt Broad- 
casting; Clifford B. Marshall, Blackburn & Co. (brokers for the sale); Wilson 
C. Wearn, assistant to the president, WMRC, Inc. R. A. Jolley and Kelly Sisk 
stated they were delighted to have the excellent property in a growing city. 
They said John Hart would continue as manager and expressed hope that the 
entire staff would stay with the stations. Mr. Taft said: “Sale of the WBIR 
Stations is not inconsistent with our policy of orderly expansion. With a favor- 
able cash transaction available, we felt that disposition of the Knoxville sta- 
tions would provide us with the leverage needed for the contemplated acquisi- 


tion of properties in larger markets.” 








Henry White has been appointed vice 
president and general manager of 
wnTa-TV New York, it has been an- 
nounced by Ted Cott, vice president 
lor NTA station operations. Mr. White 
was formerly national sales manager 
of Screen Gems. Before that he was 
manager of the radio and television 
department of the Biow Co. and as- 
sociate director of network program- 
ming for CBS Television. Mr. White 
is president of the Academy of Tele- 
vision Arts and Sciences. 


stepped up its use of tv spot to good 
results, this 16-member organization will 
follow up a four-week network campaign 
next month by placing 10 weeks of 





of PLUS VALUE 
in Participations 






1 Proven Adult Audience Buying Power ! 
2 Steady, Strong Ratings 

3 Top Film Features 

4 Attractive Price... Ask BRANHAM 


ta © 
CHATTANOOGA 
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The case of 


the reluctant 


advertiser 











Every television salesman has a few prospects who 
should be customers but who, for one reason or 
another, won’t try the medium. Some of these 
merchants and distributors have never used tv. 
Others were victims of poorly planned or badly 
executed campaigns. 


For prospects like this you couldn’t ask for a 
better convincer than the one TELEVISION AGE 
is offering. Our exclusive series of product group 
success stories includes literally dozens of actual 
experiences in television by firms in every busi- 
ness group. 

One of these product group stories will fit your 
reluctant prospect—it may well be the convincer 
you need to make that sale. 


Product group stories available in reprint 
form are listed on the order blank on this page. 
Fill it out and return it today. 
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Reader’s Service 


Television Age 
444 Madison Ave., New York 22, N. Y. 


Please send me reprints (25c each, 
20c in lots totalling 10 or more) of 
the Product Group Success Stories 


checked: 


No. Number of copies 
33. Auto Dealers 

44. Bakeries 
42. Banks & Savings Institutions 
26. Beer & Ale 
36. Candy & Confectionary Stores 
22. Coffee Distributors 
31. Cosmetics & Beauty Preparation 
24. Cough & Cold Remedies 

41. Dairies & Dairy Products 

27. Department Stores 

14. Drugs & Remedies 
43. Drug Stores 

49. Dry Cleaners & Laundries 

18. Electric Power Companies 
25. Electrical Appliances 

17. Farm Implements & Machinery 
46. Furniture & Home Furnishings 
19. Gas Companies 

47. Gasoline & Oil 

50. Groceries & Supermarkets 

10. Hardware & Building Supplies 
45. Home Building & Real Estate 
21. Insurance Companies 

8. Jewelry Stores & Manufacturers 
23. Men’s Clothing Stores 

29. Moving & Storage 
38. Newspapers & Magazines 

9. Nurseries, Seed & Feed 

35. Pet Food & Pet Shops 

40. Pre-fab Housing 

28. Restaurants & Cafeterias 

16. Shoe Stores & Manufacturers 
11. Soft Drink Distributors 

13. Sporting Goods & Toys 

20. Telephone Companies 

48. Television & Radio Receivers 
39. Theatres 

37. Tires & Auto Accessories 

12. Travel, Hotels & Resorts 

32. Weight Control 

34. Women’s Specialty Shops 


Name 
Company 
Position____ 


Address 


City 





State 


C) I enclose payment 


(CO Please enter my subscription for TELE- 
VISION AGE for one year at $7. As a 
premium I will receive a copy of the 
Source Book of Success Stories whi 
includes the second 15 of the above 
Product Groups. 
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intensive spot in the top 30 markets. 
Filmed minutes, as used on the network 
shows, will run in day and night slots. 
Hope Martinez is the timebuyer. 


PHILLIPS-VAN HEUSEN 
CORP. 

(Grey Adv. Agency, Inc., N. Y.) 
In addition to its network announcements 
on NBC-TV’s Dan Raven, this shirt 
manufacturer is lining up spot schedules 
in about 30 top markets for a pre- 
Christmas push. Look for day and late- 
night minutes to start early next month. 
Jerry Rettig, assisted by Hank Thom, 
is the buying contact. 


PROCTER & GAMBLE CO. 
(Dancer - Fitzgerald - Sample, Inc., 
N. Y.) 

Activity was reported in scattered markets 
on PUFFS, P&G's recently introduced 
facial tissue product, as well as a new 
hair preparation called RADAR that’s 
testing with filmed minutes in selected 
areas. Broadcast supervisor Lou Cappazoli 
is the buying contact. 


SAWYER BISCUIT CO. 
(George H. Hartman Co., Chicago) 


Following the schedules noted here Sept. 
5, this firm’s saltine crackers starts new 
placements about issue date in St. Louis, 


125,000 ATTEND WIVW 
BIRTHDAY CELEBRATION 


The folks in the Evansville area /ike what 
they see on channel 7, and buy what they 
see on channel 7. Over 125,000 persons 
proved this when they arrived from points 
all over southern Indiana, western Ken- 
tucky and southern Illinois to attend our 
recent two day 4th Birthday Celebration. 
Our next se//-ebration is now in progress, 
and you're invited. Contact our rep for 








avails. 
Pee Wee bouts highlight two day celebration. 
Bouts refereed by Rip Hawk. 
GEORGE P. National 
HOLLINGBERY Representative 





Southern Indiana’s most powWOWerful station 


Buyers’ Check List— 


New Representatives 


woaF-Tv has appointed Edward Petry & 
Co. as national sales representative, effec- 
tive immediately. 


WHIs-TV Bluefield, W. Va., has appointed 
Clarke Brown & Co, as regional sales rep- 
resentative, effective immediately. 


Station Changes 


wics-tv Springfield, Ill., will no longer 
be part of NBC-TV’s PEP station group, 
effective Nov. 1. J 

wcuu Champaign will become a primary 
affiliate of NBC-TV as part of that net- 
work’s PEP station group, effective Nov. 1. 

wicp-Tv is the new call-letter designation 
for WDAN-TV Danville, Ill. Operating as an 
auxiliary station of wics Springfield (as 
does wcHu Champaign), wicp-tv has be- 
come an NBC-TV affiliate, dropping its 
agreement with ABC-TV. Young Television 
Corp. has been appointed national sales 
representative. All changes were effective 
Oct. 1. 

wicu-tv Erie will switch its primary net- 
work affiliation from NBC-TV to ABC-T\ 


next May. 





“HONG KONG” and “QUICK DRAW McGRAW” 
displays stir interest of youngsters and parents alike 


wHYN-TV Springfield-Holyoke, Mass., has 
become a U, S. network also available in- 
terconnected afhliate of CBS-TV. Station 
was formerly listed as a CBS-TV U. S. net- 
work interconnected station. 


Network Rate Increases 
ABC-TV: 


KABc-TV Los Angeles, from $3,700 to $3,- 
800, Oct. 1. 

Koat-tv Albuquerque, from $250 to $300, 
Sept. 1. 

KTUL-TV Tulsa, from $750 to $775, Oct. 1. 

wis-Ttv Columbia, S. C., from $525 to 
$600, Oct. 1. 

wisest Jackson, Miss., from $450 to $550, 
Oct, 1. 

wLos-tv Asheville, from $650 to $750, 
Oct. 1. 

wusn-tv Charleston, from $400 to $450, 


Oct. 1. 


CBS-TV: 

wreL-tv Columbus, Ga., from $425 to 
$475, Oct. 1. 

wtvs Miami, from $1,250 to $1,350, Oct. 


15. 


NBC-TV: 
KTRE-TV Lufkin, from $125 to $150, Oct. 


_ \é 
Yogi Bear of Huckleberry Hound fame spins 
a few tall tales to spellbound audience 





of “RIN TIN TIN” program delights young followers 
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Chicago, Milwaukee and Indianapolis. 
Strong frequencies of day and night 20's 
will run for six weeks. Audrey Thorelius 


ait: Best is the timebuyer. 


STREITMANN BISCUIT CO. 


Informed (Ralph H. Jones Co., Cincinnati) 


Headed by a buy of the Taft Broadcasting 





























Co. stations in Cincinnati, Birmingham, 
Lexington, Columbus and Knoxville, 


oe . 
Advertising this company’s fall plans include 


schedules in 35 other markets. Some 23 





different commercials on cookies, crackers 
ia and other products will run in syndicated Varl: L. Wodlinger has been named 
Executives fare and announcement slots. Frequencies P : } 

. manager O| WMBD-T 4 
vary depending on the market. Lyle mnager 0} [BD-TV feorla, u has 
Allen is the timebuyer. been announced by Harold Sund- 


berg, general manager of WMBD-TY- 


Read TONI CO AM-FM. The new manager will con- 


tinue to represent the station in the 


(Wade Adv., Inc., Chicago) 


national sales field. He was formerly 


7 o ae Ep ACTE classes ; . 
Television New activity on DEEP MAGIC cleanser sales manager for woc-Tv in the 
was noted as forthcoming from this Ouad Ci ] : . 
agency, with filmed minutes set in 22 UUAE UY GRE CORURUES GS CXCCHNES 


A top markets in nighttime slots for two vice president of Community Tele- 
ge weeks over a longer period during fe Se ee len? hth & 
November-December. The schedule will oe iP Cee eee 
probably alternate with those for other received the examiner's initial deci- 
products placed from Toni’s other sion for channel 8 in the Quad City 
agencies. Media associate Andy Anderson 


and Jack Schroeder are the contacts. area. 
HERE’S WHAT CRITICS SAID: 
“Considine yarn a TV thriller “...gives promise of being one “.. taut, suspenseful... the 30 
(Headline) ... direction... of the better new dramatic minutes clicked away as ab- 
topnotch. We’re eagerly antic- shows of the season...will sorbingly as any of the better 
ipating next week’s play.” have no trouble finding a wide actioners...a gain for local 
Nick Kenny, New York Mirror audience” programming...” Horo, Variety 


Sid Bakal, New York Herald Tribune 


NEW YORK PREMIERE 


ACCLAIMED 
BY CRITICS 


EAGLUSIVE 


NOW AVAI LABLE! For complete information seé your ABC Films sales rep. or call: ABC FILMS INC. 


1501 Bwy., N.Y. 36, N.Y. 
Telephone: LA 4-SOS50 






TOP RATED! 


“Exclusive!”, on Channel 
2 (WCBS-TV) snares 27% 
of New York audience to 
tie for ist against strong 
network opposition, whips 
other network, and 
trounces all others!... 
According to A.C. Nielsen's 
New York rating, Tuesday, 
September 20, 7:30 P. M. 
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IN OUR 
METHOD 


Many an advertising 

truth is said in jest. And 
television commercials 

by Terrytoons are the 

best way to tickle viewers, 
tackle sales! (Or, if you 
prefer, Terrytoons’ 
creativity will mirror 

your more serious side. ) 

No matter what your 
advertising “personality” — 
wild or mild, zany or 
straightforward—you'll 
find it reflected to 
perfection in television 
commercials produced by. . . 


®TERRYTOONS 
A Division of CBS Films Inc. 
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(The following list includes all television commercial pro- 
ducers or other agency executives in the top 50 television 


television commercials. Titles are listed as indicated by 
the agencies on questionnaires supplied by TELEVISION AGE. 


markets who contract for, or supervise, the production of Abbreviations used are listed on page 88.) 





ALABAMA 
Birmingham 
EVELYN ALLEN PROD. 
3504 Mountain Park Dr. 
Evelyn Allen, 0, mgr; Cecile Sundock, prodn coord 
KEEGAN ADV. 
303 Title Guarantee Bldg., zn 3 
Forbes McKay, p. 
ROBERT LUCKIE & CO., INC. 
P. 0. Box 2254, zn 1 
Arden D. Moser, md, ty-rad d; John Forney, exec yp 
PARKER & ASSOC. 
204-08 Comer Bldg., zn 3 
Wayne Parker, p; William R. Campbell, ty-rad d. 
FRANK SEGO ADVERTISING 
Box 6034, zn 9 
Frank J. Sego, p; Milton Lawrence, ae. 
SPARROW ADV. AGCY. 
Farley Bidg., zn 3 
J. O. Ward, art d. 


ARIZONA 
Phoenix 


GOLDBERG & BLOCK ADV. 
1017 N. 3rd St. 


CALIFORNIA 
Los Angeles 
ADVERTISING AGENCIES, INC. 
12412 Ventura Blvd., Studio City 
Bill Wolff, copy chf, tv-rad d. 
ATHERTON, MOGGE, PRIVETT, INC. 
8467 Beverly Blvd., zn 48 
Alfred A. Atherton, exec vp, creative d. 
BARNES CHASE CO. 
3450 Wilshire Blvd., zn 5 


Frank M. Huff, vp; J. L. Buchanan, yp; Phil Frank- 


lin, vp; Glenn Michel, ae; Burl Stiff, copy chf. 
BATES & WEST 

1250 Wilshire Blvd., zn 17 

K. O. Bates, p; Harvey West, part. 

BAUS & ROSS CO. 

2796 W. Sth St., an 5S 

A. V. Sammelman, art d, prodn mgr. 

JERE BAYARD ADV., INC. 

1012 S. Robertson Blvd., zn 35 


Jere Bayard, vp; Charles Murray, « mar; Lawrence 
E. Kraft, tv-rad d. 

MAX W. BECKER ADV. SERVICE 

4439 Atlantic Ave., Long Beach, zn 7 

Don Kracke, art d; Norma Pearson, copy ehf. 
BECKMAN KOBLITZ, INC. 

915 N. La Cienega Bivd., zn 46 

Milton Beckman, principal. 

BERGHOFF ASSOC., INC. 

511 N. La Cienega Bivd., zn 43 

Jerry Berghoff, p, tal b; Marold Ross, exec vp; Rick 
Lazaar, tv-rad tb; Howard Miller, art d an‘! predn d 
CHARLES BOWES ADYV., INC. 

1010 S. Flower St., an 15 

Charles A. Bowes, p; Robert E. Brandson, yp; John A. 
Duvall, ae; Howard C. Borschel, ae; Locke Turner, ac. 
FRANK BULL & CO. 

1239 Highland Ave., zn 38 

Ken Jewett, md, prodn mgr. 

LEO BURNETT CO., INC. 

1680 N. Vine St., zn 28 

Getrge Bole, mgr tv fim, tape; Chet Glassley, Wally 
Burr, Russ Mayberry; Emrich Nicholson, ty art d. 
BUSS, BEAR & ASSOC. 

2352 W. Third St., zn 57 

Mel Hall, tv-rad d. 

CAMPBELL-EWALD CO. 

1750 N. Vine St. 

Willard Hanes, Peck Prior, Bud Cole, Jere B. Cham- 
berlin, Jack Parker, ty prods 


CAMPBELL-MITHUN, INC. 

1213 Hollywood, Taft Bidg., zn 28 

Ernest P. Andrews, ty-rad prodn mgr; Jane Faker, 
asst tv-rad prodn mer. 
MILTON CARLSON CO. 
3540 Wilshire Blvd., zn 
Milton V. Carison, tv prod. 
CARSON-ROBERTS, INC. 
8811 Alden Dr., zn 48 
Gil Lieberman, ty prodn; Ed Smardan, ty d; Jack 
Roberts, creative d. 


a 


COLE, FISHER & ROGOW 

9033 Wilshire Blvd., Beverly Hills 

Robert Witte, tv d. 

COMPTON ADYV., INC. 

6505 Wilshire Blvd., zn 48 

Joseph Agnello, Robert Howell, Mickie Kies, Marjorie 
Bane, tvy-rad prods. 


CONSOLIDATED ADV. 

8762 Uolloway St., zm 46 

Ralph Weinstock, vp, copy chf; Andrew Furr, art d 

CRAIG & REID 

6000 Sunset Blvd., zn 28 

Willard Kirkham, ty-rad a. 

DANCER-FITZGERALD-SAMPLE, INC. 

1680 N. Vine St., Hollywood, zn 2% 

William 8. Watkins, film prod 

DAVIS & BLACKWELL, INC. 

3607 W. Magnolia Blvd., Burbank 

Walter Davis, p. 

DAVIS-HARRISON-SIMMONDS 

11032 Magnolia Bivd., North Hollywood 

Don L. Davis, p; M. L. Moffitt, yp; Elsa Carrow, vp; 

Ruth Tracy, ae; Bill Wittrock, ae 

DAVIS, JOHNSON, ANDERSON & 
COLOMBATTO, INC. 

2301 W. Third St., am 57 

Don C. Johnson, vp. 

DENNIS ADV. 

1127 Wilshire Blvd., Suite 510, zn 17 

Robert F. Denni;, p, ty-rad d 

DONAHUE & COE ADY., INC. 

3243 Wilshire Blvd., zn 5 

Glen: “rossman, tv-rad d; Charles J. Helfrich, md 

JOEL DOUGLAS ADV. 

7461 Beverly Blvd., am 36 

Miss Elinor Adelson, creative d 

DOYLE DANE BERNBACH, INC. 

6399 Wilshire Blvd., mm 48 

Robert E. Gips, tv-rad prod 

DREYFUS & GARDNER 

511 N. LaCienega Blvd., zn 48 

Norman Gollin, art d. 

EDWIN C. DUNAS CO. 

8400 Sunset Blvd., zn 46 

Audrey Jampol, tv-rad d. 

EISAMAN, JOHNS & LAWS 

1680 N. Vine St., Hollywood, zn 28 

Joe Eisaman, sec-treas; Philip Wolf, ty 

NEIL M. ELLIOTT ADV., INC. 

66 S. Hobart, am 5 

K. Wolfe, art d 

ERWIN WASEY, RUTHRAUFF & RYAN, INC. 

5045 Wilshire Blvd., mm 36 

Robert L. Redd, vp, ty-rad d; Edwin T. Morgan 

asst d tv-rad 
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WILLIAM ESTY CO., INC, 
6331 Hollywood Blvd., zn 28 
Arnold Wester, vp in chg; Gordon Ecker, John Claar, 
Rita Montgomery, tv ¢ prods. 
CARL FALKENHAINER ADV., INC. 
435 S. La Cienega Bivd., zn 48 
Victor Mall, art d. 
FALLON, BRANGHAM & MOON 
7805 Sunset Blvd., zn 46 
John E. Spurk, art d, prodn mer. 
FOOTE, CONE & BELDING 
900 Wilshire Blvd., zn 17 
Jack McQueen, bdest d. 
JIMMY FRITZ & ASSOC, 
1680 N. Vine St., Hollywood, zn 28 
Jane Langford, ty-rad d. 
GAGE, BOOTH & WEST, INC. 
8447 Wilshire Blvd., Beverly Hills 
Ted Baillie, tv-rad d. 
GAYNOR & DUCAS, INC. 
291 S. La Cienega Blvd., Beverly Hill« 
Kendall J. Mau, sr vp; Edward W. Poyser, vp-crea 
tive; Ralph Jungheim, copy d. 
GERTH, BROWN, CLARK & ELKUS OF 
LOS ANGELES, INC, 
8421 Wilshire Blvd., Beverly Hills 
L. B. Moses, vp; Byron H. Brown, p 
W. B. GEISSINGER & CO., INC. 
311 N. Fleres St., zn 48 
Don Stuart, exee vp, tv-rad d. 
CLIFFORD GILL AGCY. 
8701 Wilshire Bivd., Beverly Hills 
Clifford Gill, creative d. 
GLENN ADV., INC. 
6399 Wilshire Blvd., mm 48 
Raymond E. Prochnow, yp 
GOODMAN ORGANIZATION 
8350 Santa Menica Bivd., zn 146 
Mort Goodman, p; David Hordwitz, ty-rad d; Claire 
Moses, md; Sylvester Brown, art d 
GRANT ADV., INC. 
Taft Bidg., Hollywood, zn 28 
Rudy Behlmer, mgr tv-rad dept; Jack Parker, tv d; 
Sally Hope, ty coord; Dorothy Staff, md 
HEINTZ & CO., INC. 
611 Wilshire Blvd. 
Kenneth Higgins, tv-rad d 
HENDERSON ASSOC. 
716 S. Central Ave., zn 21 
Sybil Henderson, tv-rad d. 
HIXSON & JORGENSEN, INC. 
3540 Wilshire Blvd., an 5 
H. Dorr Walsh, vp, tw-rad d; Brian Harvey, vp, 
creative d. 
HONIG-COOPER & TIARRINGTON 
304 S. Kingsley Dr. 
Hilared Sanders, vp-tv-rad d; Jack Gatti, prod 
HUNTER & WILLHITE ADV. 
721 N. La Brea, zn 38 
Bill S. Hunter, p; Earl M. Willhite, vp; Cy Kelly, 
prodn mgr; Dave Manning, md, copy d. 
HOWARD M. IRWIN & ASSOC. 
2806 W. Seventh St., zn 5 
Howari M. Irwin, o. 








DO YOU THINK oF 


PANTOMIME PICTURES, Inc. 7 
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DON JENNER ADV. AGENCY, INC, 
400 S. Alvarado St. 

Don Jenner, p, m, copy chf. 
JETT ADV. 

6000 Sunset Blvd., Hollywood, zn 28 
Tholen E. Gladden, ty-rad d 

BERNARD F. KAMINS ADV. 

190 N. Canon Drive, Beverly Hills 

Vera Servi, vp, tv d. 

LON KAUFMAN CO. 

1529 W. Olympie Blvd., a 15 

Art Kevin, md, tv-rad <. 

EDWARD S. KELLOGG CO. 

685 S. Carondelet, zn 57 

Wally Seidler, tv-rad d. 

LANSDALE CO. 

471 S. Fairfax Ave., an 36 

Robert Schulberg, acct sup; Lonnie Hood, prodn mgr 
Cc. J. LAROCHE & CO., INC, 

6269 Selma Ave., Hollywood, zn 28 
Arthur G. White, vp; Thor Holmes, tv-rad d; G 
Mackie Cornwall, copywriter. 

LATTA & CO. 

347 N. Central Ave., Glendale, zn 9 

Wm. R. Latta, p; Phil C. Jacks IJr., ae 
LESTER-VOORIIEES CO. 

1022 S. La Cienega Blvd. 

William P. Lester, o. 

LEVITT & BRANDT, INC, 

155 N. Highland, zn 28 

Charles Levitt, p; John Town. m dept. 
LINDER, BERINGHAUSE & LAWRENCE 
1101 Crenshaw Blvd., zn 19 

John R. Catalani, ty-rad d. 

MAGNA ADV. 

1540 N. Highland Ave., zn 28 

Jess Wasserman, agency hd; Ruth Russell, tv b 
MAYS & CO. 

412 W. 6th St., zn 14 

Albert Musso, art d; Ray Clifford, prodn m. 


MecCANN-ERICKSON 
3325 Wilshire Blvd., zn 5 
Charles Powers, assoe d, tv-rad ¢ prodn; Granville 


Burland, Harold Mathews, Rober: Steel, Neil Tardio, 
George Weber, Jack Fenimore, Peter Spier, John 
Franck, Richard Kuepper, tv-rad prods. 


McCARTY CO. 

3576 Wilshire Blvd., zn 5 

Herb Brown, vp chg tvy-rad; William H. Geisler. vp; 
William H. Atwell, ae; Barbara Nelson, tb 
WALTER McCREERY, INC. 

256 S. La Cienega Bivd., Beverly Hills 
Howard Flynn, tv-rad d. 

MeNEILL & McCLEERY 

606 S. Hobart Blvd., zn 5 

Ken MeNeill sr., p, art 4d. 

FRANK MORELAND ADV. 

3723 Wilshire Blvd., xn 5S 

Mark Scott, tv-rad d. 

CHARLES A. MOTTL, INC. 

291 S. La Cienega Blvd., Beverly Hills 
Charles A. Mottl, p; Rudolph Perkal, vp. 


MULLE, BREEN & WALDIE, INC. 
405 N. Camden Dr., Beverly Hills 
Sanford L. Kahn, tv-rad d. 

NEALE ADV. ASSOC. 

8462 Sunset Bivd., zn 46 

Hank Mayse, art d. 

NEEDHAM, LOUIS & BRORBY 
9130 Sunset Blvd., Hollwyood, zn 


16 
Kenneth C. Snyder, vp, ty-rad creative d; Thomas D. 
Thomas, Donald D. Zabel, ty-rad prods; Willis J. 


Davis, tv-rad prod-art d 

STANLEY PFLAUM ASSOC. 

8693 Wilshire Blvd., Beverly Hills 
Stanley Pfaum, p; Gwen Wunder, tv md 
REACH, MecCLINTON & CO. 

61434 Wilshire Blvd., zn 48 

Harry W. Witt, vp, mgr. 
ROBINSON-FENWICK & HAYNES, INC. 
LLL Wilshire Blvd., zn 17 

lee Laufer, tv-rad d. 
ROCKETT-LAURITZEN ADV. 

1636 S. Oxferd St., zn 6 

Donald C,. Lauritzen, p. 

M. B. SCOTT, INC, 

8350 Wilshire Bivd., Beverly Hills 

Don Otis, vp, tv-rad_ d. 

J. B. SEBRELL ADV. 

300 S. Les Angeles St., zn 13 

Gilbert Martinez, art d; K. Pyle, copy cht. 
LEONARD SHANE AGENCY 

6061 Hollywood Blvd., Hollywood, zn 23 
Leonard Shane, p, tv-rad d 

STANLEY ASSOC, 

1403 N. Fairfax Ave., zn 46 

Bob Morris, p, treas, tv-rad d. 

BARTON A. STEBBINS ADV. 

3142 Wilshire Blvd., zn 5 

Frank C. Williams, art d; Stan Elstad, copy chf. 
HAL STEBBINS, INC. 

714 W. Olympic Bivd., m 15 


Jones Hawley, ae; Jeff Haugan, ae; Winifred Gra- 


ham, office mgr. 

STILLER & HUNT 

9033 Wilshire Blvd., Beverly Hills 

Willard Specht, art d. 

STODEL ADV. CO. 

850 S. Hill St., zn 14 

Edward C, Stodel, p. tv-rad d 

SULLIVAN, STAUFFER, COLWELL & 
BAYLES, INC, 

6253 Hollywood Blvd., Hollywood zn 28 

John J. Van Nostrand, tv-rad d 

SWAFFORD & CO. 

307 S. Robertson Blvd., Beverly Hills 

Eugene Cope, art d 

TAGGART & YOUNG 

466 Beverly Bivd., zn 36 

Ray Lewis, tv-rad d. 

TILDS & CANTZ 

8833 Sunset Blvd., zn 46 

Alan M. Berger, ty d. 

TULLIS CO. 

6000 Sunset Blvd., zn 28 

Bernard Swartz, tv-rad d 










THEIR COMMERCIALS ARE LIVELY, 
IMAGINATIVE, DYNAMIC, PIONEER ING, 
COURAGEOUS, TIMELY, “INFORMATIVE, 
USEFUL, INTER ESTING, ENTOYABLE, 
CULTURAL, sO PHISTICATE ee 
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VAN DER BOOM, HUNT & McNAUGHTON 
672 S. Lafayette Park Pl., zn 57 

Alfred Guerra, art d; Nick Martin, copy chf. 
WADE ADV., INC. 

1717 N. Highland Ave., zn 28 

Edgar Pierce, tv-rad d. 

WELSH-HOLLANDER 

350 S. Alwarado St., zn 57 

Henry W. Welsh, A. M. Hollander, ae; Alta Dubkin 
WILLIS & DE SANTIS,” INC, 

404 E. Broadway, Glendale, zn 5 

Harry G. Willis, p, tv-rad d. 

LEN WOOLF CO. 

2252 W. Beverly Blvd., zn 57 

Michael F. Doane, ae. 

YOUNG & RUBICAM, INC, 

Hollywood Blvd. & Highland Ave. 

Hollywood, zn 28 

Walter Bunker, vp, d tv-rad 


Sacramento 


CHAPIN-DAMM ADV. 

1412 S. St., zn 14 

Earl Warner, art d, prodn mgr. 

CUMMINGS & ASSOC, 

927 Tenth St., zm 14 

F. Clinton Jones, tv-rad d. 

GERTH, BROWN, CLARK & ELKUS OF 
SACRAMENTO, INC, 

1722 J. Se. 

Albert Hellenthal, vp, tv d; Fred Elkus Jr., exec vp & 

creative d 


San Francisco 


BOLAND ASSOC. 

755 Sansome St., zn 11 

Paul Turley, exec art d 

CONLEY, BALTZER & STEWARD 

494 Jefferson St., zn 9 

William A. Steward, vp, art d. 
CUNNINGHAM & WALSH, INC, 

1660 Bush St., zn 9 

John W. Connor, vp & creative d; Robert Matthes, 
mgr tv-rad; Patricia Olsen, asst prod & traf mar. 
DOREMUS & CO., LTD. 

425 Bush St., zn 8 

George Sutton, creative d, ae. 

ROY S. DURSTINE, INC. 

1714 Stockton St., zn 11 

Neil Heard, p; Fred Becker, vp 

EVANS McCLURE & ASSOC. 

® First St., zn 5 

William Carpenter, art d, creative d 
FOOTE, CONE & BELDING 

235 Montgomery St., zn 4 

Jack McQueen, bdest d. 

AD FRIED & ASSOC. 

160 Santa Clara Ave., Oakland zn 10 
Ad Fried, p, ty-rad d; Kay Bachrach, art d 
JOHN M. GALLAGHER ADV. 

2525 Van Ness Ave., zn 9 





John M. Gallagher, 0, tv-rad d. 
GUILD, BASCOM & BONFIGLI, INC. 

130 Kearny St. 

Alex Anderson, vp chg bdest prodn; Dave Fulmer, tv 
creative d; Dan Lindquist, hd ty c prod; Dolly Spru- 
ance, prod asst; Randy Grochoske, ty art d; Chet 
Rhodes, hd of tv optns & rad prodn. 

HOEFER, DIETERICH & BROWN, INC. 

414 Jackson Sq., zn 11 

James C. Nelson Jr., vp, tv-rad d. 
HONIG-COOPER & HARRINGTON 

1275 Columbus Ave., zn 11 

Charles Lorrance, d; George Watson, sup; Yvonne Hop 
kins, prodn mgr; Anita Kennedy, traf<mgr. 
HOPFER-CASTLEMAN ADV. ASSOC. 

3124 E. 14th St., Oakland zn 1 

Paul R. Castleman, o. 

JEWELL ADV. 

1634 Telegraph Ave., zn 12 

Robert Shelton, art d, prodn mgr. 

JOHNSON & LEWIS ADV. 

433 California St., zn 5 

Alan Alch, copy chf. 

KENNEDY-HANNAFORD, INC. 

1706 Broadway, zn 12 

Pier 33, Embarcadero, zn 11 

He'en A. Kennedy, p; Peter D. Hannaford, yp 
KNOLLIN ADV. 

391 Sutter St., zn 8 

Sigurd Mortenson, mgr art & prodn; Robert H. 
Knollin, gen mgr, ae. 

RAYMOND I. LANG ADV. 

116 New Montgomery St., zn 5 

Rene C. Pinchuk, ty d. 

LENNEN & NEWELL, INC. 

248 Battery St., zn 11 

Theodore Huston, creative d. 

LONG ADV., INC. 

681 Market St. 


Gertrude B. Murphy, sr vp, rad-tvy d;- Joanna Yates, 


tv-rad m asst. 

JAMES R. LUNKE & ASSOC. 

Tribune Tower, Oakland zn 12 

James R. Lunke, 0, copy chf, ty-rad d. 
McCANN-ERICKSON, INC. 

114 Sansome Street, zn 4 

John Magnuson, tv-rad G: Alden A. Nye, tv-rad proa 
RICHARD N. MELTZER ADV. 

3100 Russ Bidg., zn 4 

Richard Lemen, vp & exec art d; Richard Ferber, 
George Lowe, copy. 

MITCHELL, MURRAY & HORN 

704 N. Point St., zn 9 

Sonny Mitchell, p, 0; S. James Matchett, ae 
JOHN O’ROURKE ADYV., INC. 

Flood Bldg., zn 2 

William Bacon, creative d 

PACIFIC ADV. STAFF 

3770-Piedmont Ave., Oakland, zn 18 
Gene Tartt, ae. 

REINHARDT ADV., INC. 

1736 Franklin St., Oakland, zn 12 

Emil Reinhardt, p; Henry E. Freitas, ty-rad d 




















NES LET US NOT 
FORGET. . 
FUNNY... legit 






ALSO INTELLIGENT, AUTHORITATIVE, 


FENETEATING, INTERPRETIVE, +THOUGHT-— 
PROVOKING, EMOTION - -STIRRING, OPINION -MAK ING 
ACTION -PRO GOKING, REMEMORPBLE, CLEAR ARTISTIC 
VARIED, THOROUGH , RELIAGLE, ETHICAL, UN 

FRIENOLY, HONE SPUN ) WARMAEARTED, PUBLIC, 


SPIRITED AND Att, Lets 3 


NOW OH 






J. WALTER THOMPSON 
320 California St., zn 4 
Venita Viley, art d; Martha Conger, traf d; C. Badger, 
md. 

WEINER & GOSSAGE, INC. 

149 California St., zn 11 

Robert B. Freeman, creative 4. 
WENGER-MICHAEL, INC. 

580 Market St. 

Dianne Cameron, tv-rad. 

WYCKOFF & ASSOC, 

140 Geary St., zn 8 

Joyce Jansen, tv-rad d. 

WYMAN ADV. 

278 Post St., zn 8 

Joseph B. Wallace, exee art d; Dick Wilson, Lester A 
Friedman, Don V. Carlson. 

YOUNG & RUBICAM, INC. 

120 Montgomery St., zn 4 

Jerome Bredouw, wriier, prod 


COLORADO 


Denver 


ARNOLD & CO, 

105 Filmore St., zn 6 

Jody Shupe, prodn d. ty-rad; Herb Rayburn art 
BALL & DAVIDSON, INC. 

670 Delaware St., zn 4 

James B. Forrest, exec vp; Frieda Hall opy dept 
BETTS-DRAGER, INC. 

655 Broadway Bldg., zn 3 

R. J. Betts, ae; K. W. Drager, 2e 

BLACK WELL-SKILLINGS, INC. 

2424 W. Alameda Ave., zn 23 

Carlton Tune, prodn mgr, Joe St. Dennis 
GALEN E. BROYLES CO., INC. 

200 Clayton St., zn 6 

Robert Geddy, ty prodn mgr. 

BYRUM ADV. 

924 Broadway, zn 4 

R. H. Byrum, o. 

CLAIR & MEYER ADV. 

728 15th St., a 2 

Forrest G. Meyer, part. 

HAROLD WALTER CLARK, INC. 

933 Sherman St., zn 3 

Duncan J. Ross, tv-rad d 

CONNER ADV., INC. 

501-9 Zook Bide. 

431 W. Colfax Ave., zn 4 

Cecil R. Conner, p, treas; Samuel G. Howard, vp 
REVILL J. FOX & CO. 

655 Broadway Blidg., zn 3 

Revill J. Fox, p; William B. Chenoweth, vp 
CURT FREIBERGER & CO. 

1439 Court Pl., zn 2 

Curt Freiberger, p, ae; Richard M. Schafbuch, a 
ED M. HUNTER & CO. 


Rm 430, 818 17th S}., zn 2 

Leonard E. Ekberg, p; Ed M. Hunter Jr 
WILLIAM KOSTKA & ASSOC., INC. 
1740 Broadway, zn 2 
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Jack W. Mefford, adv vp. 

BRADLEY LANE ADV. 

1061 Elati St., zm 4 

Steve Demarest, ae, ty-rad prodn mgr 
JEROME PHILIPS ADV. 

1635 Marion St., zn 18 

Gray Fair, art d; Barbara Aiten, prodn mer. 
RIPPEY-HENDERSON-BUCKNUM & CO. 
909 Sherman St., zn 3 

H. Bond Badgley, prodn mgr. 

MARSHALL ROBERTSON ADV. 

1550 Speer Bivd., mm 4 

Jack Helling, tv a. 

MARK SCHREIBER ADV. 

1090 Fox St., zn 4 

Lowell B. Switzer, prod; Robert E. Hahn, ty d 
HARRY E. SHUBART CO. 

716 Colorado Bidg., zn 2 

Carolyn 8S. Schubart, o, tv-rad d. 
WESTCOTT-FRYE & ASSOC., INC. 

333 W. Colfax Ave., zn 4 

Gilbert C. Frye, p, art d, copy chf. 


CONNECTICUT 
New Haven-Hartford 
CRONIN & CO. 
252 Asylum St., Hartford 
W. J. Cronin, p. 
GRACEMAN ADV., INC. 
983 Main St., Hartford, zn 3 
John M. Boothroyd, vp, art d; Donald R. Hollam! 
vp, creative services; Sheldon M. Stone, prodn m:xr.; 
Shirley S. Walker, bdest control mgr. 
E. J. LUSH, INC. 
207 Orange St., New Haven 
Edw. J. Lush, p, ae. 
POST, JOHNSON & LIVINGSTON, INC. 
S37 Gillett St., Hartford, zn 5 
Jack Livingston, p; Gordon B. Pearl, ae; Selma 
Blake, prodn mgr. 
RANDALL CO. 
75 Pearl St., Hartford, zn 3 
Robert I. Berger, art d; John F. Reynolds, tv-rad d 
ALBEE TRIEBER CO. 
742 Asylum Ave., Hartford, zn 5 
Albee Trieber, d tv-rad prodn; Sherman Kanter, asst 
d tv-rad prodn 
WILLIAM SCHALLER CO., INC. 








& 
Ores, as many big agencies will admit . . . 
Bandelier’s ch s speak for themselves . . . 
through the magic of top-notch animating and 
network-calibre filming on our own Oxberry 
stand! 

Bandelier brings your storyboard to life as 
you see it in your mind’s eye . . . and at prices 
you can live with, (as low as $1250.00 for one 
minute). Why not take advantage of the ad- 
ditional advantage Bandelier offers you over 
your petiti by king custom animated 
spots available to you at lower prices than you 
have ever been quoted. Don’t ask us our secret 
. . . just send your storyboard for a quick, pain- 
less quote. We will figure the job and return 
firm quote with our sample reel. 

All Bandelier quotes include your roundtrip 
plane fare for interlock check in our Albuquer- 
que studios, (not rebatable if not used). 

Bandelier also has complete soundstage facil- 
ities for your live-action shooting . . 16mm and 
35mm. 














A CHARACTE 
REFERENCE 
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1245 Farmington Ave., W. Hartford 
John A. Rodick, vp. 


DISTRICT OF COLUMBIA 
Washington 


ROBERT J. ENDERS ADV., INC. 

1001 Connecticut Ave., N.W., zn 6 

Mary Griffin Jr., tv-raa 4; Robert L. Friend, motion 
picture d; Don Cannavaro, visual planning d. 
COURTLAND D. FERGUSON, INC. 

315 National Press Bldg., zn 4 

Bertram J. Cleaves, prodn mgr. 

ROBERT M. GAMBLE JR., INC. 

1025 Connecticut Ave., N.W., an 6 
Eleanor L. Lauer, creative d. 
KAL-EHRLICH & MERRICK 

2141 Wisconsin Ave., N.W., zn 7 

David P. Thomas, tv-rad d. 

HENRY J. KAUFMAN & ASSOC, 

1419 H St., N.W., an 5S 

Jeffrey A. Abel, ty-rad d; William F. Sigmund, crea 
tive d, ae; A. A. Allenback, prodn mgr. 
LARRABEE ASSOC. 

1145—19th St., N.W., an 6 

Arthur J. Lamb, exec vp & gm; Lee Perri, vp, exec 
urt d. 

WM. D. MURDOCK ADV. 

851 Warner Bidg., m 4 

Gertrude M. Entenmann, tv-rad d. 

EARL C. NOYES ADV. 

Washington Bidg., mm 5 

M. D. Randall. 

STAMLER, BROOKS & SOGHIGIAN, INC. 
2000 P St., N.W., zn 6 

Murry Gelberg, creative d. 

M. BELMONT VER STANDIG, INC. 

1107 19th St., N.W., zn 6 

Harold Siegel, prodn mgr. 


FLORIDA 


Miami 

ADVERTISING TRADE SERVICE, INC. 
350 Lincolr Rd., Miami Beach 

Rernard Tockar, art-prodn mgr, vp. 

AGEY ADV., INC. 

1ist N. Bayshore Dr. 










Handelier 


Films 
main offices and studios 1837 lomas bivd., n.e. 
phone chapel 3-5848 albuquerque, new mexico 












John Price, vp, tv-rad; Paul Field, sup, tv prodn. 
BEVIS ASSOC. ADV. 

1140 Ingraham Bldg., zn 32 

E. B. Hollingsworth, part. 

BISCAYNE ADV. 

2138 Biscayne Blvd. 

Betty Waddell, sec-treas, prodn mgr; Jim Ward, ty- 
rad d, ae; Betty Engel, art d. 
BISHOPRIC-GREEN-FIELDEN, INC. 

3361 S.W. 3rd Ave., zn 45 

Norman A. Swetman, tv-rad motion picture d; W. 
Arthur Fielden, vp ty-rad; Jean M. Webster, asst tv- 
rad d. 

BURG ADV., INC, 

Congress Bidg., 111 N.E. 2nd Ave., zn 32 
Julian I, Burg, p; Ann Schmerer, md. 

TALLY EMBRY, INC. 

150 S.E. 3rd Ave., zn 32 

Tally Embry, p; Gifford Thayer, vp, creative d; 
Joseph Bennett, art d; Jack Buckholtz, ty-rad d 
GORDON, RUDLEY, BARON, BERG 

3910 N.W. 7th Ave., zn 37 

Irving B. Rudiey, p, art d; William Baron, sec, copy 
ehf, ae; Paul L. Berg, treas, prodm mgr; Martha 
George, tv-rad d. 

GRANT ADV., INC. 

13th St. at 2nd Ave., zn 36 

Palmer Tyler, vp, mer. 

HUME, SMITH, MICKELBERRY 

126 S.E. 2nd St., zm 32 

William C. Mickelberry, vp. 

MARSCHALK & PRATT 

100 Biscayne Blvd. S., zn 32 

Gene Caron, tv-rad dept. 

MILLCO, INC. 

924 Lincoln Rd., Miami Beach, zn 39 

Ezra Millstein, p. 

HENRY QUEDNAU, INC. 

534 Pan American Bank Blidge. 

George Chamberlin, vp. 
WAKES/SILVERSHEIN/ WAKES, INC. 

561 N.E. 79th St., zn 38 

Marlene Randell, md; Ben Wakes, creative hd 


GEORGIA 


= 


Atlanta 


BEARDEN-THOMPSON-FRANKEL, INC., AND 
EASTMAN, SCOTT 

22 Eighth St., N.E., zn 9 

Lucile M. Freeman, vp, copy chf; John K. Kaiser, vp, 

prodn mgr; Luman Ramsdell, art d 

GEORGE I. CLARKE CO. 

1401 Peachtree St., N.E., zn 9 

George I. Clarke, p, o. 

EASTBURN & SIEGEL 

1042 Northside Drive, N.W. 

Lee Scheinman, tv-rad prodn 

HARRIS & WEINSTEIN ASSOC. 

1046 Northside Dr., N.W., zn 18 

Abe Weinstein, p; Carolyn H. Harris, yp; Gene H 

Ledbetter, art d; John K. Hinde, prodn d 

JACOBS, DILLARD 

1559 Peachtree St., N.E., zn 9 

P. W. Smith, copy chf, b, ty-rad d, ae. 

LILLER, NEAL, BATTLE & LINDSEY, INC. 

1371 Peachtree St., N.E., zn 9 

Sam W. Longino, vp, prodn; Baron G. Roberts, vp, art. 

LOWE & STEVENS 

685 W. Peachtree St., zn 8 

Robert C. Lowe Jr., part; John H. Stevens, part; 

Donald S. McKelvey, copy chf. 

MARSCHALK & PRATT 

634-795 Peachtree St., N.E., zn 8 

Jonas Gold, creative d; Andrew 8. Jenkins, copy chf. 

ROBERT E. MARTIN & CO. 

1401 Peachtree St., N.E., zn 9 

Charles H. Kupfer, prodn mgr; Frances C. Martin, md. 


ILLINOIS 
Champaign 
GRUBB ADVERTISING, INC. 
111 N. Market St. 
Robert E. Smith, tv-rad d; Dale R. Arvidson, vp, 
bdest activities. 


Chicago 
JOSEPH P. ABRAHAM & ASSOC. 

108 W. Lake St., zn 1 

Joseph P. Abraham, o, copy chf; Ernest Duerksen, 
prodn mgr, art d. 

WILLIAM HART ADLER, INC. 

919 N. Michigan Ave., zn 11 

Alidor Belskis, vp, copy chf, tv-rad d 

AGENCY SERVICE CORP. 

66 E. South Water St., zn 1 

George P. Hixon, vp, tb, ae. 

ALLEN ALPERN ADV., INC. 

1227 Loyola Ave., zn 26 











copy 
rtha 


art; 


chf. 


md. 


sen, 








Gertrude Alpern, tv d. 
ATKINSON-COKER, INC. 

200 E. Walton Place, zn 11 

Norm Pierce, tv-rad film dept. 
AUBREY-FINLAY-MARLEY-HODGSON, INC. 
230 N. Michigan Ave., zn 1 

Dixon L. Harper, ty-rad farm 4. 
AVES, SHAW & RING, INC. 

333 N. Michigan Ave., zn 1 

Kenneth C. Ring, exec yp, mgr. 

N. W. AYER & SON, INC. 

135 S. LaSalle St., zn 3 

Jim Cooper, Sally Diekema, Dorothy Ia Clair. Jim 
Robertson, tv-rad prods. 

ERLE BAKER ADV. CO. 

154 E. Erie St., zn 11 

BENTLEY, BARNES & LYNN, INC. 
64 E. Lake St., zn 1 

G. E. Fenichel, prodn mgr. 

GORDON BEST CO., INC. 

228 N. LaSalle St., zn 1 

Shepard Chartoc, vp chg tv-rad. 

LEO P. BOTT JR. ADV. 

64 E. Jackson Blvd., zn 4 

Leo P. Bott Jr., o. 

BOZELL & JACOBS, INC. 

205 N. LaSalle St., zn 1 

Nathan E. Jacobs, p, mgr. 

E. H. BROWN ADV. 

20 N. Wacker Dr., zn 6 

D. E. Meintzer, prodn dept; E. G. Brown, copy dept 
BUCHEN CO. 

400 W. Madison St., zn 6 

John Cole, tv-rad-fims d. 
BURLINGAME-GROSSMAN ADV. 
207 S. Wabash, zn 6 

Sidney J. Brichta, ae. 

LEO BURNETT CO., INC, 
Prudential Plaza, zn 1 

Bob Wickersham, ec prod 
CALDWELL ADV., INC. 

400 N. Michigan Ave., zn 11 

B. P. Caldwell Jr., p; C. BR. Taaffe, vp, art 4; 
Pat K. McNeela, md. 
CAMPBELL-MITHUN, INC. 

919 N. Michigan Ave., zn 11 

Ernest W. Turner, vp, d creative serv 
CAPLES CO. 

216 E. Ontario St., zn 11 

Jack Stilwill, tv-rad d; Helen Taylor, md 
CARLSON ADV. CO. 

510 N. Dearborn St., zn 10 

D. J. Carlson, p, prodn mgr. 
CHRISTIANSEN ADV. 

135 S. LaSalle St., zn 3 

Martin Fritz, vp m; John H. Suttner, vp copy 
RICHARD CRABB ASSOC. 

20 N. Wacker Dr., zn 6 

Herb Howard, vp, creative d. 
CRUTTENDEN ADV. 

75 E. Wacker Dr., zn 1 

Mary June Hallagan, prodn mgr . 
CUNNINGHAM & WALSH, INC. 

6 N. Michigan Ave., zn 2 


Ivan Hill, exec vp; Laurence Scott, sr vp; Elinor 
Fahrenhulz, tv-rad &; George Kleitz, md; Bette Me 
Keough, tb. 


DARCY ADV. CO., INC. 

205 Prudential Plaza, zn 1 

Russell B. Young; Niles Swanson, Harry Bubeck, tv- 
rad ds. 

W. B. DONER & CO. 

35 E. Wacker Dr., zn 1 

Milford F. Kostman, yp, tv-rad d. 
EDELSTEIN-NELSON ADV. 

203 N. Wabash Ave., zn 1 

Ray Raufeisen, vp, art. d. 

ERWIN WASEY, RUTHRAUFF & RYAN 

360 N. Michizan Ave., zn 1 

Lou Jackobson, prodn mgr ty-rad dept; Ted Schulte, 
industrial fim prod; George B. Anderson, vp che tv-rad 
M. M. FISHER ASSOC. ADV. 

79 W. Monroe St., zn 3 

Calvin Holmes, copy chf; Harry Miller, art d. 
GEORGE F. FLOREY, INC. 

135 S. La Salle St., zn 3 

John J. McEnroe, copy chf; James J. Lyons, prodn 
mgr 

FOOTE, CONE & BELDING 

155 E. Superior St., zn 11 

Homer Heck, vp, bdest d; Tom Brennan, assoc bdest 
d; John Libberton, c prodn d; Mike Clarke, bdest 
services mgr; Barney Palmer, prod; Tom Arend, prod 
CLINTON E. FRANK, INC. 

2400 Merchandise Mart, zn 54 

Buckingham W. Gunn, vp, ty-rad d; Donald Keeslar, 
tv-rad prod; Donald Wallace, ty-rad prod. 


JULIAN FRANK & ASSOC, 
22 E. Elm St., zn 11 
Julian Frank, o; David Grossman, prodn mgr. 


ALEX T. FRANZ, INC. 

221 N. LaSalle St., zn 1 

Hirschell Goodman, vp & creative d 
FULLER & SMITH & ROSS, INC. 
105 W. Adams St., zn 3 

David H. Echols, vp; Paul Brickman, vp 
FULTON-MORRISSEY CO. 

612 N. Michigan Ave., zn 11 

Jan Tangdelius, p, creative d. 
GARDNER & STEIN 

11 N. Wacker Dr., zn 6 

Joseph Arbeit, copy chf; Bernard J. Oos, prodn mgr 
GARFIELD-LINN & CO. 

333 N. Michigan Ave., zn 1 

Jan Marinello, ty d. 

CHRISTOPHER GARTH ADV. 
996 Main St., Evanston 
Christopher Garth, p, copy chf, ae 
PHIL GORDON AGCY, INC. 

23 E. Jackson Blvd., zn 4 

Philip W. Abrams, exec vp. 
GORDON & HEMPSTEAD 

140 E. Ontario 


Gerald W. Saperstein, md 
GOURFAIN-LOEFF, INC. 

35 E. Wacker Dr., zn 6 

A. Surgal, tv-rad d. 

GRANT ADYV., INC. 

919 N. Michigan Ave., zn 11 

Gail Light, ty-rad prodn 

GRANT, SCHWENCK & BAKER, INC. 
520 N. Michigan Ave., zn 11 

Frank M. Baker, vp, tv-rad 4 

H. M. GROSS CO. 

919 N. Michigan Ave., zn 11 

Charlene Roberts, prodn mgr; Edward Baumgartner 
art d. 

GROSSFELD & STAFF 

22 W. Monroe St., zn 3 

Edward A. Grossfeld, 0, copy chf 
HANSON & STEVENS, INC. 

11 N. Wacker Dr., zn 6 

Richard B. Stevens, prodn mgr; Theodore J. Johnsor 
art d. 

GEORGE H. HARTMAN CO. 

307 N. Michigan Ave., zn 1 





fornia. 


MEMO 
From—tTv Director 


Note change of address of 
Ray Patin Productions. 


They are now in smart new 
studios at 3425 Cahuenga 
Blvd., Hollywood 28, Cali- 


Keep in touch, their anima- 


tion is still tops. 


Telephone number remains 


the same, Hollywood 2-1 147. 
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Jack Leonard, ty-rad prod. 
HEADEN, HORRELL & WENTSEL, INC. 
2209 Prudential Plaza, zn 1 

Judson Horrell, vp. 


HENRI, HURST & McDONALD 

121 W. Wacker Dr., zn 1 

Lee Randon, tv-rad d. 

HOPKINS, PATWELL & ASSOC. 

100 W. Monroe St., zn 11 

E. ROSS HUMPHREY & ASSOC. 

154 E. Erie 

Emmet Mellenthi, tv-rad d. 

ROBERT KAHN & ASSOC. 

2660 W. Medill Ave., zn 47 

Bernice Stone, art d. 

KAPPS CO. 

64 E. Lake St., zn 1 

Capico Kapps, p, ty-rad d. 

H. W. KASTOR & SONS ADV. 

75 E. Wacker Dr., zn 1 

James H. West, vp, tv-rad d 

KENNEDY & CO. 

100 E. Ohio St., zn 11 

William J. Kennedy, p, ty-rad d, copy em 
KEYES, MADDEN & JONES 

919 N. Michigan Ave., zn 11 

Thomas Brogan, vp, art d; Wallace Capel, copy cif 
FREDRIC R. KLEIMAN ADV. 

203 N. Wabash Ave., an 1 

Fredric R. Kleiman, p; William Perry, « mer; Irving 
Eglit, prodn mgr; Leo Rotelli, art d. 
KUTTNER & KUTTNER, INC. 

646 N. Michigan Ave., zn 11 

Forest Lightle, art d; Martin Moller, copy chf 
LADD, SOUTHWARD & BENTLEY, INC. 
300 W. Washington St., zn 6 

Lee R. Teeman, vp tv-rad graphics 
LAUESEN & SALOMON 

520 N. Michigan Ave., zn 11 

R. A. Salomon, prodn mgr. 

LEEDS & YORK ADV. 

2735 N. Ashland Ave., zn 4 

Maury Mayber, vp, ty b. 

LILIENFELD & CO. 

121 W. Wacker Dr., zn 1 

James K. Jurgensen, tv-rad d 

W. E. LONE CO. 

188 W. Randolph St., zn 1 

David R. Hayes, ty-rad d; Keith Holden, asst ty-rad d. 
EARLE LUDGIN & CO. 





EAST WEST 


“YRmQontcw-AaAYN=-Oo 


INC. 


FILM-VIDEOTAPE SERVICE 


CATALOGING 
STORAGE 
PRINTING 
DUBBING 

TRAFFICKING 


630 NINTH AVENUE 
NEW YORK, NEW YORK 
Judson 2-4727 
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121 W. Wacker Dr., zn 1 

Dona'd Hl. Hockstein, tv-rad prodn d 
MacFARLAND, AVEYARD & CO. 

333 N. Michigan Ave., zn 1 

H. Grant Atkinson, yp, ty-rad d. 
MALCOLM-HOWARD ADV. 

203 N. Wabash Dr., zn 1 

Arthur M. Holland, ae; M. G. Holland, ae; H. A 
Barkun, se; Eugene Holland, film prod; Edward M 
Drucker, prod; Frances Weiss, copy, prodn; Bunny 
Berman, prod; Maxine Ziv, mb; Arthur Anierle, art d. 
MANDABACH & SIMMS, INC, 

20 N. Wacker Dr., zn 6 

ALAN T. MANN CO., INC, 

185 N. Wabash Ave., zn 1 

Richard E. Kautz, vp, prodn mer. 
McCANN-ERICKSON, INC, 

318 S. Michigan Ave., zn 4 

E:xlward Maroney, tr-rad mgr; Clair Callihan, prod; 
John Ulorton, prod; Marilyn Hardt, asst to prod 
McGIVERAN-CHILD CO. 

162 N. Clinton St., zn 6 

Gola H. Sebenar, art d; Harry Lyons, prodn 
JOUN MECK & STAFF 

2701 W. Howard St., zn 45 

John Meck, mgr. 

ARTHUR MEYERHOFF & CO. 

110 N. Michigan Ave., zn 11 

Stuart L. Novy, tw-rad d; Madeleine C. Wieliczko, 
tv-rad prod. 

ARTHUR R. MOGGE, INC. 

333 N. Michigan Ave., zn 1 

Robert A. Mogge. vp. 

s0tN B, MORRISSEY CO. 

30 N. LaSalle St.. zn 2 

Herb Dudek. art d 

FRANK C, NAHSER, INC. 

221 N. La Salle St., zn 1 


William F. P. Foley, copy chf; Elmer W. Fieberts, 
prodn mgr. 

NEEDHAM, LOUIS & BRORBY, INC. 

Prudential Plaza, zn 1 

James L. Isham, vp. chg creative services; Kennet! 


Cc. T. Snyder, vp, tv-rad creative d, F. D. Sulcer, mgr 
tv-rad creative dept; Christopher Ford, sr 
Willis J. Davis, Jon M. Fernandez, Morris E. Kin 
nan Jr., Lee F. Marsh, Thomas D. Thomas, Donald 
D. Zabel prods; Gilbert E. Dudsic, Margery R. Lee 
John 8S. Sheasby assoc prods 

NORTH ADV., INC. 

Merchandise Mart, zn 54 

Len Levy, ty-rad prodn mgr 
O’GRADY-ANDERSEN-GRAY, INC. 

230 N. Michigan Ave., zn 1 

Jack J. Page, exec vp 

OLIAN & BRONNER, INC. 

35 E. Wacker Dr., zn 1 

R. A. Berman, tv d. 

PHILLIPS & CHERBO, INC. 

35 E. Wacker Dr., zn 1 


prod ; 


Robert L. Finch, vp, rad d; Jack C. Cherbo, exec vp 
POWELL, SCHOENBROD & HALL 

230 N. Michigan Ave., zn 1 

Herbert Summers Hall, vp tv-rad d; [Patrice M 


Campbell, asst tv-rad d. 

PRESBA-FELLERS & .BRESBA, INC. 

360 N. Michigan Ave., zn 1 

Mark Smith, prodn mgr, art d. 

REACH, McCLINTON & PERSHALL 

Prudential Plaza 

Peter H. Pershall, tv-rad prodn d. 

READ BROS. 

203 N. Wabash Ave., zn 1 

Philo B. Read, part, copy chf, tv-rad d 

REINCKE, MEYER & FINN, INC. 

520 N. Michigan Ave., zn 11 

Lewis G. Green, tv-rad d. 

RETAIL ADV. 

Michigan Ave. at 20th St., zn 16 

Stanton M. Meyer, p; Joseph T. Kohout, vp; Wil 
liam T. Seay, vp, creative d. 

ROTHBARDT HAAS ADYV., INC. 

545 N. Michigan Ave., zn 11 

Olin W. Hoskins, exec yp; Richard Esterquist, vp 
prodn mgr; Robert Wahlgren, art d; Neal Waldman, 
copy chf. 

ROBERTSON-POTTER CO. 

360 N. Michigan Ave., zn 1 

R. A. Potter, tv-rad. 

ROCHE, RICKERD & CLEARY, INC. 

135 S. LaSalle St., zn 3 

John W. Harpham, vp, creative d; Kirby Roche. vp, 
d tv-rad. 

IRVING ROCKLIN & ASSOC. 

32 W. Randolph St., zn 1 

Robert Spencer, prodn hd; Robert Rocklin, asst; Jer 
rold Rocklin, prod; Irving Rocklin, sup 
SHERWIN RODGERS & ASSOC. 


46 E. Chicago Ave., zn 11 
Lolita Raclin, tv-rad d. 





IRVING J. ROSENBLOOM & ASSOC. 
400 N. Michigan Ave., zn 11 


James O’Toole, art d, sup creatiy ervice; Richard 
Irwin, tv-rad d. 

LEW SANDERS ADV. 

6 E. Monroe St., zn 3 

Lew Sanders, tv prod 

GEORGE S. SANDLER, INC. 

75 E. Wacker Dr., zn 1 

George S. Sandler, p; Earl Weber. exec vp; Ronald 
I. Cohn, ae. 

HARRY SCHNEIDERMAN, INC. 

141 W. Jackson Blvd., zn 4 

Bernard Pruim, Dorothy Krueger, prodn mgrs. 
SCHRAM ADV. CO. 

170 W. Washington, zn 2 

Ira P. Weinstein, p; Lawrence M. Cohen. vp; Robert 


I. Solomen, copy chf; Hilliard Jasinski, art d; Fred 
Brody, Raymond J. Henning, ae: 

R. JACK SCOTT, INC, 

814 N. Michigan Ave., zn 11 

S. Sherling, d. 

HENRY SENNE ADV., INC. 

75 E. Wacker Dr., zn 1 

William Barth, tv-rad d 

SHAFFER, LAZARUS & LaSHAY, INC. 

646 N. Michigan Ave., zn 11 


Jerome B. Shaffer, p; J. E. LaShay, vp; Theodore 
Muta. art d. 

JOUN W. SHAW ADV., INC. 

200 E. Ohio St., zn 11 

George Filipetti, vp, creative d; Helen Lydon, mgr 
tv-rad dept 

SORENSON ADV. CO. 

154 Erie St., zn 11 

W. D. MacCourt, art d; Arline Beatt prodn mgr 
E. J. SPERRY BAKERY ADV. 

733 N. Rush St., zn 11 

Harold R. Gingrich, ty-rad d 

STERN, WALTERS & SIMMONS, INC. 

155 E. Ohio St., zn 11 

Stanley D. Levitz. vp, creative d 

TATHAM.-LAIRD, INC. 

64 E. Jackson Blvd.. zn + 

Tom Cadden, sup ty-rad c prodn; George Lekas, Lou 
Perkins, e¢ prods. 

MARVIN E. TENCH ADV., INC. 


1111 Chieago Ave., Oak Park 

C. T. Johnson, tv-rad d 

J. WALTER THOMPSON CO. 

410 N. Michigan Ave., zn 11 

Mark A. Forgette, mgr. tv ¢ dept; Murray Pattinson 
exec prod, tv c dept; Lincoln Scheurle, prod, ty e¢ 


dept; Donald Franz, prod, tv ¢ dept; Justine Franz, 
prod, tv ec dept 

UNITED ADV. CO., INC, 

427 W. Randolph St., zn 6 

Joe Littleton, md, tv-rad d 

WADE ADYV., INC. 

20 N. Wacker Dr., zn 6 

Royal Alcott, ty film d; Grover J. Allen, vtr sup 


EDWARD H. WEISS & CO. 

360 N. Michigan Ave., zn 1 

Rolf Brandis, d ty-rad prodn 

WARREN WETHERALL & ASSOC. 
919 N. Michigan Ave., zn 11 

Burr McCloskey, vp, creative d. Ma 
FREDERICK C. WILLIAMS & ASSOC. 
6 N. Michigan Ave., zn 2 

Frederick C. Williams, part. 

WILLIAM R. WILLIAMS, INC. 

221 N. LaSalle St., zn 1 

Charles R. Heath, tv d. 
WILSON-SAYLOR-WARE, ING. 

188 Randolph Tower, zn 1 

Lynn Saylor, yp. 

WRIGHT, CAMPBELL & SUITT, INC. 
152 E. Superior St. 

William E. Wright, p; Donald L 
YOUNG & RUBICAM, INC. 

333 N. Michigan Ave., zn 1 
William W. Wilson Jr., mgr ty-rad dept; 
Ward, prodn ty c films,-: 


Campbell, vp. 


MacKenzie 


INDIANA 


Indianapolis 

BULL ADV. 

130 E. Washington St., zn 4 

H. F. Bull, 0; Roger Brachmann, a rep 

CALDWELL, LARKIN & SIDENER- 
VAN RIPER, INC. 

Merchants Bank Bldg., zn 4 

Charlies Golling, tv-rad d. 

CARLSON & CO., INC. 

701 Fidelity Bldg., zn 4 

M. P. Jenkins, vp. 

CENTRAL ADV. CORP. 

Board of Trade Bldg., zn 4 

G. Vance Smith Jr., vp. 

















CONSOLIDATED FILM 


be 


Specify CFI! 
INDUSTRIES 


‘ 


Or 
TALENT 


produces perfect 
Proce sstng 


52 executives have an avera: 4 ¢ yore than 25 years’ experience in the 


These 
film industry and have been with lolilywood an average of over 16 years: 
1) Ray Armstrong, 35mm Color Negative qe oe Foreman; 2) Ray Biederman, 


Negative Assembly Foreman; 3) Bloombe 2 16mm _ Developing Foreman; 
4) Nate Bloomberg, 16mm Printing Foreman; 5) Harry Buckler, 35mm _ Color Posi- 
tive Developing Foreman; 6) F. H. Carlin, 35mm Positi Foreman; 7) 
Reginald Carroll, 35mm Densitometric Control Foreman; 
Printin Foreman; 9) John Cooper, Vault Department Forema 
Timer; 11) George Crane, 35mm Customer Service Representativ: 
Timer; 13) Kenneth Dunn, 16mm Negative Assembly Foreman; 14) Ted Fogelman, 
Laboratory Superintendent; 15) Bill ee ae & Optical Production Su ervisor, 
16) Jack Goetz, Sales Administrator; 17) Jack M. ry Public Relations Director; 
18) Phil Gorth, Timer; 19) Bob Grubel, Qontad Lab Foreman; 20) Bob Gustofsen, 
6mm Service Coordinator; 21) Dane Han Chief Projectionist; 
23) Dick Harrison, 16mm Densitometric Control Foreman; 23) Cari — Qual- 
ity Control! Engineer; 24) Ted Hirsch, Vice President, O rations; 25) Ira johnson 
pomeg ye 26) Tom Jones, Maintenance Foreman; 27) Jim Lawler, Office Man- 
36m 28) Art Ludington, 35mm Customer Service Su rvisor; 29) Lew Mansfield; 
mm Customer Service Representative; 30) Julius — 16mm Positive Assem- 
by Foreman; 31) Frank Mon > Security bere y ues Liaison Officer; 
32) Paul Morrill, Timer; 33) Val Osborne, Timer; lappert, Soames 
Shop Foreman; 35) Pat Powers, 35mm Positive F~ A. - Foreman; 36) Lad 
Powolny, 35mm Negative a ry Foreman; 37) Ed Reichard, Chief Engineer, 
38) Roger Richardson, Color Control Supervisor; 39) Dick Rodgers, Resident Coun- 
— 40) Bob Ross, Kodachrome Negative Aasoniry Foreman; 41) Herschel! 
rt Department Director; 42) Job Sanderson, WS ong eed tenance Supervisor; 
43) — Shadduck, Title & Optical Assembly Forema 4) Pete Silverman, 
ustomer Service any me 45) Mik ke Simon, Credit ager; 46) 
Solow, 16mm Production Control S —— r; 47) Sid Solow, President 
eneral Manager; 48) Morris Sparks, Timer; 49) Tom Sproul, 35mm Customer 
Service gg ; 50 le T: Title & Optic yoivision Manager; 51) 
Jack Thomson, | ; 52) Mey leinstock, Kodachrome 
Department Foreme 











TEVIE JACOBS ADV. 
206-209 Goodman Bidg., zn 4 
Avis C. Davis, prodn mgr. 


ROHR ADV., INC. 
3465 N. College Ave., zn 5 
W. H. Rohr Jr., p. 


RUBEN ADV. 
966 N. Meridian St., zn 4 
Ted Pollack, Chuck Reed, ty-rad ds 


STEVE SMITH APV., INC. 


422 Ober Bidg., =n 4 
Susan Sherman, bdest d. 


1OWA 





















































































Davenport 

R. A. MORITZ CO. 
2729 Harrison St. 
Marjorie Ankeny, art d. 


SPERRY BOOM, INC. 
Union Areade Bidg. 
Jane Sperry Boom, vp, tv-rad d 


H. M. STAHL ADV. 
403 ist Nat'l Bank Bldg. 
K. J. Francis, ty-rad d. 


WARREN & LITZENBERGER ADV. 
805 Ist National Bank Bldg., Davenport 
Roger 8S. Smith, prodn mgr. 


KENTUCKY 
Louisville 
FRED R. BECKER ADV. AGCCY., 


981 S. Third St., zn 3 
Theodore D. Tighe, copy chf, ty-rad d 


INC, 


DOE-ANDERSON ADV. 
308 Commonwealth Bldg., zn 2 
Joseph V. Rigsby, art d. 


JACK M. DOYLE ADV. 


305 W. Broadway, zn 2 


Mrs. Jean Spaulding, prodn mgr; Jack M. Doyle. « 


FARSON, HUFF & NORTHLICH 


Republic Bidg.. zn 2 


J. Rodney Will, tv-rad d; Robert Brewer, ae 


Since 1921... 


has 
been 
Pa) 


leader 


PMENT 


in... 


TT eau 
RATOR TRUCKS 


LARGEST SUPPLIERS OF 
MOTION PICTURE, TV AND 
INDUSTRIAL PHOTOGRAPHIC 


EQUIPMENT IN THE EAST 


SALES - RENTALS - SERVICE 


3 Street. New York City, Circle 6-5470 
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MADISON ADV. 
1321 Heyburn Bidg., zn 2 
Roger P. Madison, p; Blaine A. Guthrie Jr., ae. 


MULLICAN CO. 

310 W. Liberty St., am 2 

C. Kenneth Meeker, p; Sarah W. Hoge, md 
SIEGEL, COLGROVE & ASSOC. 

4050 Westport Rd., =m 7 

Howard Brown, creative d. 


STAPLES ADV., INC. 
333 Guthrie St., mm 2 
Wendell Meyer, prodn mgr. 


ZIMMER-McCLASKEY ADV. 
1469 S. 4th St., m 8 
Mary L. Moore, ty-rad d. 


LOUISIANA 
New Orleans 


BAUERLEIN, INC. 
1026 Hibernia Bldg., zn 12 
G. Cranow, tv-rad d. 


PERRY BROWN ADYV., INC. 

National Bank of Commerce Bldg., zn 12 
Wm. Perry Brown Jr., p; Joseph H. Epstein Jr., 
Elizabeth A. Salisbury, prodn d; George E. Grace 


WD; 
md 


FITZGERALD ADYV., INC. 
Lee Circle Bldg., zn 13 


Walter K. Collins, creative d ty-rad; Daryl Turgeon, 
writer-prod; Campbell Fairley, prod; Beryl Leitz, 
writer-prod. 

ROBERT KOTTWITZ ADV., INC. 

925 Whitney Bldg., zm 12 

Margaret A. Dalton, tv-rad d; Robert Kottwitz Jr., 
p & ac; Wm. R. McHugh, prodn mgr & ae; Rubert 


Morse, ae 


WALKER SAUSSY ADV., INC. 
1501 Canal St., zn 16 
Peter A. Mayer, tv-rad d. 


SWIGART & EVANS 


327 Exchange Place, zn 16 
Jan Farnsworth, tv-rad d. 
MARYLAND 


Baltimore 
APPLESTEIN-LEVINSTEIN-GOLNICK ADV. 

342 N. Charles St., a 1 

Leon S. Golnick, p; Cas Applestein, exec vp; Murton 
Levinstein, sec-treas; Lee Blom, ty-rad d 


H. W. BUDDEMEIER CO., INC. 
530 St. Paul Place, zn 2 


Richard L. Dunlap, Evans Rodgers, copy chfs; James 
P. Walsh, Emanuel Herman, art ds 
CAHN, MILLER & STROUSE, INC. 
510 St. Paul Place, zn 2 

sauis F. Cahn, p. 

EMERY ADY. CORP. 

1201 St. Paul St., zn 2 

Marshall Hawks, vp, tv-rad d. 
GABRIEL ADV. 

1900 Maryland Ave., zn 18 

Gabriel Goldman, p. 

JOSEPH KATZ CO. 

501 St. Paul Place, zn 2 

Stanley E. Blumberg, p; Frank J!. Smith, tv-rad « 
KAUFMAN-SUBOTNIK ADV. 

337 St. Paul Pl., zn 2 

Myron Subotnik, p. 

S. A. LEVYNE CO. 

343 St. Paul Place, zn 2 

Walter Pearthree, vp, art d 

MAHOOL ADV. 

914 N. Charles St., zn 1 

Robert D. Myers, p 

ROGERS & COLLINS, INC. 

2317 Maryland Ave., zn 18 

Ernest K. Schultz, ty-rad d 

ROMAN ADV., INC. 

810 N. Calvert St., zn 2 

George Roman, p; Joseph Dunn, bus mgr. 
VANSANT-DUGDALE & CO. 

15 E. Fayette St., zn 2 

F. D, Tillett, d ty-rad prodn; Kenneth E. Mayhorne, 


tv prod; Robert V. Walsh, vp, d ty-rad. 


PAUL VENZE ASSOC., INC. 
Charles & 25th St., zn 18 
Charlies K:. Hepner, vp. 


MASSACHUSETTS 
Boston 
ARNOLD & CO., INC. 
334 Boylston St., zn 16 
Edward P. Jancewicz, tvy-rad d; 
tv-rad d. 


Anne M 


Gotz, 


asst 


ROBERT ARONSON ASSOC., INC. 
651 Boylston St., zn 16 
Robert S. Aronson, p; Robert P. Daly, ae 


RAY BARRON, INC. 

120 Boylston St., zn 16 

Parker V. Kirk, yp; John Chervokas 
Terry, art d. 


copy ehf; Ralph 


BENNETT & NORTHROP, INC. 
711 Boylston St., zn 16 
Nelson Bennett, p. 


BRESNICK CO., INC. 
334 Boylston St., zn 16 
Leonard Karsakov, vp, art d; Leo Barron, prodn mgr 
JULIAN BRIGHTMAN CO. 

534 Beacon St., zn 15 
Julian Brightman, p, ae; Sidney Kerber, ae, 
HAROLD CABOT & CO., INC. 

136 Federal St., zn 10 
Harold Cabot Jr., yp, ty-rad 
prod 


copy; Jud Davis, tv-rad 


JAMES THOMAS CHIRURGE CO. 
824 Boylston St., Chestnut Hill, zn 67 
Channing Hadlock, ty-rad d; Frank Biaduzzi 
Pinet, art ds; Richard D. Sisson, 


Raymond 


prodn mer 


DOREMUS & CO. 
60 Batterymarch St., zn 10 
Ted Pitman, ae, tv-rad d 


JOHN C. DOWD CO. 
208 Park Square Bldg., zn 16 
Joseph L. Tully, d ty-rad dept 


HERBERT W. FRANK 
314 Stuart St., zn 16 
Alberta Sugarman, 
mer; 


ADV., INC, 
copy chf; | 
Joseph Distasio, art d 


HARRY M. FROST CO., INC. 
260 Tremont St., zn 16 
Virginia M. Fairweather, ty-rad d 

DONALD W. GARDNER ADV., INC. 

41 Mt. Vernon St., zn 8 

Donald W. Gardner, p; Arthur £. Kna r 1 
Eleanor M. Wilbur, tv-rad d 


GOULSTON CO., INC. 
54 Devonshire St., zn 0 
Ernest J. Goulston, p, treas, ae 

GRANT ADYV., INC. 

250 Park Square Bidg., zn 16 

J. George Whinnem, art d; John J. Patters prod 
mgr. 


HOAG & PROVANDIE, INC. 
137 Newbury St., zn 16 
Richard V. Lombardi, tv-rad d. 


DAVID HOFF ADV. 
120 Boylston St., zn 16 
David Hoff, o, prodn mgr. 


CHARLES F. HUTCHINSON, INC. 
115 Newbury St., zn 16 
Helen C. Horrigan, md, prodn mgr 


INGALLS ASSOC. 
137 Newbury St., zn 16 
Joseph J. McCluskey, prodn mgr 


KENYON & ECKHARDT, INC. 
334 Boylston St., zn 16 


D. Bach, copy sup; I. Ford, tv-rad b 


HENRY A. LOUDON ADV., INC. 
70S Statler Bldg., zn 16 








SOMERSTEIN & KANTROWITZ 
45 WEST 45th St., N. Y. C. 36 
16MM—35MM B & W AND COLOR 
NEGATIVE CUTTING & MATCHING 
—Formerly with Deluxe Labs for 28 years— 


JU 2-9153-4 
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L. A. Layman, p. 


REACH, McCLINTON & HUMPHREY 
1235 Statler Bidg., zn 16 
Marianne Meoli, mb. 


REILLY, BROWN & TAPPLY, INC. 
216 Tremont St., zn 16 

Robert M. Goode, vp, art d; George J. 
prodn mgr. 


SILTON BROTHERS, CALLAWAY, INC. 
131 Clarendon St., an 16 
Earle W. Hoffman, sr vp. 


CORY SNOW, INC. 
655 Beacon St., zn 15 


Malcolm B. Choate, m & res d; Tom Grosvenor, ae. 


CABRIEL STERN, INC. 
420 Boylston St., an 16 
Lionel Brotman, creative d. 


HERMON W. STEVENS AGCY., INC. 
38 Newbury St., an 16 
M. L. “Spike” Tyler, p. 


DANIEL F. SULLIVAN CO. 
216 Tremont St., zn 16 


Phil MacMurray, Leo V. Cahill, James Wheatley 
Myers, ty prods. 

SUTHERLAND-ABBOTT 

531 Boylston St., zm 16 

John A. Keary, ae; John S. Spofford, ae; Charles E 


Brown, ae. 


TARLER & SKINNER, INC. 
216 Tremont St., zn 16 
Walter G. Skinner, treas, art d, prodn mgr, ae. 


F. P. WALTHER JR. & ASSOC. 
661 Beylston St., zn 16 
Edwin C. Whittemore, asst to p. 


E. F. WHEELER & CO. 
31 Milk St., zn 9 
Claire Crawford, vp chg tv-rad. 


MICHIGAN 
Detroit 


ALLMAN CO., INC. 
844 Free Press Bidg., zn 26 
D. Plom, prodn mgr. 


J. H. ALTMAN & CO. 
405 Fox Bldg. 
J. H. Altman, o. 


BELTAIRE, VINCENT & HULL 
6525 Third Ave., zn 2 

Roger W. Hull, copy chf, md; 
art d, prodn mgr. 


Thomas J. Sobeck, 


D. P. BROTHER & CO. 

General Motors Bidg., zn 2 

R. F. Reynolds, yp chg ty-rad; L. R. Mange, vp. 
art d; D. B. Rank, vp, creative d; D. E. Delozier, 
prodn mgr; C. W. Wacker, yp, md. 


LEO BURNETT CO., INC. 
Buhl Bidg., zn 26 
Walter Zippler, mgr sery & prodn. 


McCarron, 


CAMPBELL-EWALD CO. 
General Motors Bidg., zn 2 


Donald L. Miller, sup tv-rad c prodn; Merrill F 


Sproul, asst sup; Ken Jones, vp, creative d; John Cole- 


man, assoc ty-rad creative d. 


DENMAN & BAKER, INC. 
1012 Buhl Bldg., zn 26 
William Stephenson, prodn mgr. 


W. B. DONER 

505 Washington Blvd., zn 26 

Wilfred B. Doner, p; Charles F. Rosen, exec vp, ae; 
Felix Hower, vp, ae; Julian A. Grace, treas, ae; 
John Alexander, ae; Dave Russell, ae. 


GARFIELD ADV. ASSOC. 
15481 Jas. Couzens 


8. C. Garfield, creative dept hd; James R. Lambert, 


asst. 


GEYER, MOREY, MADDEN & BALLARD, INC. 
14250 Plymouth Rd., zn 32 


Edward J. Corbett Jr., vp, creative d; Richard Marks, 


prodn mgr. 


GLEASON ADV. 
726 Fisher Bldg., zn 2 
Luann Hadley, prodn mgr; Marjorie M. Sawyer, tv-rad 


GLOBE ADV. SERVICE 
400 Bellvue Ave., zn 7 
Sam Picks, tv-rad d. 


GRAY & KILGORE, INC. 
18845 W. MeNichols Rd., zn 19 
A. E. Browning, prodn mgr. 


HERSHEY-PAXTON CO. 
3007 W. Grand Blvd. 
M. E. Hershey, tv-rad d; 
sup. 


Peggy Van Camp, tv-rad 


HOLDEN, CHAPIN, LaRWE, INC. 
16180 Wyoming Ave., zn 21 
Hugh Johnston, prodn, mgr 


HOPKINS AGENCY 
1504 Guardian Bldg., zn 26 
James H. Hopkins, md. 


LUCKOFF & WAYBURN PRODUCTIONS 
320 W. Lafayette Blvd., zn 26 
Alan E. Luckoff, ty-rad d. 


MacMANUS, JOHN & ADAMS, INC. 
Bloomfield Hills 

William R. Hussy, mgr, ty-rad 
Barrett, tv-rad prod; Richard A. 
coordinator. 


prodn; Robert D 
Forsyth Jr., bdest 


MAXON, INC, 

2761 E. Jefferson, zn 7 

Victor Kenyon, yp, ty-rad d; Richard Pedicini, Robert 
Higgins, Daniel Waldron, prods 


MOLNER & CO. ADV. 
20169 James Couzens Hwy., zn 35 
Monroe D. Molner, p. 


E. A. OPPENHEIM CO. 

1200 Michigan Theatre Bldz., zn 26 

E. A. Oppenheim, mng d; Val Best, ae; 
Lancaster, prodn mgr. 


Richard 








MEMO: 





TO THE AGENCY PRODUCER 





mercial producer. 





If you are using or considering west coast production on your 
film commercials, we urge you to investigate the personnel and 
facilities of Hollywood's newest and fastest-growing film com- 


Send your storyboards or scripts to Bob Koenig. 


CONSUL FILM CORPORATION 


Samuel Goldwyn Studios 
Hollywood 46, California 
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FRED M. RANDALL CO. 
Book Tower, zn 26 

George L. Husted, prodn mgr; 
rad d, ae. 





Harry E. Grady, tv- 






ROSSI & CO. 

607 Shelby St., zn 26 Ly 
Ken Kelly, creative d; Robert F. Anthony, mkt d; 

H. V. Rossi. ¥ 


ROSS ROY, B.S.F.-D., INC. q 
2751 E. Jefferson Ave., zn 17 c 
Maurice G. Vaughn, sr vp & d, bdest serv; Charles 1 
J. Snell, ae; Jack H. Roy, asst tv-rad d A 


SACHS ADV. STUDIOS = 
10519 Puritan St., zn 38 H 
Sid Sachs, p, art d. Z 

R 


SIMONS-MICHELSON CO. 
Lafayette Bidg., zn 26 

Arthur H. Copeland, prodn mgr; Al 
Charles Lioyd, ty-rad 


Sielaff, art d; 


“A =e 


STONE & SIMONS ADV., INC. 
10821 W. MeNichols Rd., zn 21 
Leonard BR. Miskelly, prodn mgr; Robert D. Adams, 
sec, art d. : J 


= | 


TECH AGCY., INC, 
1004 E. Jefferson Ave., zn 7 
Marie M. Winthrop, p. 


J. WALTER THOMPSON CO. 
535 Griswold St., zn 26 
William D. Laurie Jr., vp, mgr 


YOUNG & RUBICAM, INC. 
645 Griswold St., zn 26 


Randolph McKelyey, vp in chg; Claude R. Streb. 
art d. 

ZIMMER-KELLER-CALVERT 

28 Adams St., zn 26 

L. B. Williams, Richard Long. Donald Graves, Stan- 


ley Bahnsen, Robert Gass 


Flint 


THURSTON-SMITH-JENKINS ADV. 
813 Citizens Bank Bldg., zn 2 


T. S. Jenkins, p; R. D. Jenkins, art d 


Grand Rapids 


AVES, SHAW & RING, INC. 

Federal Square Bldg., zn 2 

Wesley Aves, p, gen mgr; William A. Hagerman, vp; 
John Turean, vp; James C. Gielow, ty-rad d 


CHARLES F. JOHNSON ADV. 
Waters Bidz. 

Charles F. Johnson Jr., p; 
d. 


Lorraine B Shaw, creative 


NORMAN NAVAN, INC. 
147 Federal Square Bidg., zn 2 
Dale L. Gish, tv-rad d. 


WALLACE-BLAKESLEE, INC. 

415 Ass’n of Commerce Bldg., zn 2 

David A. Wallace, vp, copy chf, ae; Harold F. 
Driscal, prodn mgr; Clarence Brower, art d; Roger 
Erickson, ty-rad d. 


Kalamazoo 
SCHOONMAKER, WILLIAMS & MOSS, INC. 


808 Kalamazoo 
Edgar H. Moss, vp, prodn mgr. 


PARKER ADV. 
112 N. Michigan Ave. 


| ey AY 
MOTION PICTURE PRODUCTION, 
EDITORIAL and TECHNICAL SERVICES 


| R. ror Better FILMS 


CREATIVE EDITING AND COMPLETE 
| PERSONAL SUPERVISION 
















JOSEPH JOSEPHSON 45 West 45th Sr 
Circle 6-2146 New York 36 











Jack Parker, p; Ted Malone, vp; Howard W. Finger. 


tr 4. 





MINNESOTA 
Minneapolis 


WILLIAM L. BAXTER ADV. 
24 S. Sixth St., zn 2 


CAMPBELL-MITHUN, INC. 

1300 Northwestern Bank Bidg., zn 2 

Arthur H. Lund, d ty prodn; Richard L. Stevens, 
ty bus & prodn mgr; Sally Gibson, Joseph H. Hoff- 
man, Kenneth R. Oelschlager, creative sups; Donald 
H. Grawert, ty copy fim sup; Scott Park, George 
Zimbelman, ty art sups; Cy DeCosse, ty art d; Jack 
Roddy, tv copy sup. 


FABER ADV., INC. 

2525 Park Ave., zn 2 

F. H. Faber, p; R. D. Freeman, yp; Warren Headley, 
Gerald Madison. 


MIKE FADELL ADV. 
605 Fourth Ave,, S., zn 15 
Jack 8. Stanton, ty d. 


FIRESTONE-GOODMAN ADV., INC. 
1801 Nicollet Ave., zn 3 

Allan Firestone; Archie L. Goodman; 
Firestone; Myles Spicer. 


Richard J. 


FISCHBEIN ADV. 

510 S. 7th St., zm 15 

James P. Richardson, copy chf, ty d; 
Fischbein, prodn mer. 


Howard A 


JOHN W. FORNEY, INC. 
1800 Foshay Tower, zn 2 
Fred R. Jones, vp. 


GOULD, BROWN & BICKETT, INC. 
Rand Tower, zn 2 
Edward L. Brewton, ty-rad d> 


ART GRUBER ASSOC. 

4401 E. Lake St., zn 6 

Art Gruber, p; Norman Vinitsky, yp; 
son, ae. 


Dalton E. Nel- 


KERKER-PETERSON, INC. 
2855 Park Ave. 
Paul E. LeMay, tv-rad d. 


KNOX REEVES ADV. 

400 Second Ave. S., zn 1 

Loren P. Herder, vp, art d; Russell E. Neff, vp, 
tv-rad d; Otis Winegar, vp. creative d 


MANSON-GOLD-MILLER, INC. 

724 Roanoke Bidg., zn 2 

Kenneth M. Schlasinger, yp, tv-rad d, ae; 
beck, prodn mgr, art d. 


Lee Sten- 


OLMSTED & FOLEY, INC. 
1750 Hennepin Ave., zn 3 
Gloria Davis, prodn mgr. 


PIDGEON-SAVAGE-LEWIS, INC. 
1050 Builders Exchange, zn 2 
Donald Allen, creative d; John Henry, art d 


REACH, McCLINTON & CO. 
706 2nd Ave. S., mz 2 
Donald K. Skoro, art d. 


REVERE ADV., INC. 
76 South 8th St., zn 2 
E. C. Blanchard, vp. 


WEAVER-GARDNER, INC. 
405 Oppenheim Bldg., zn 1 
Luther P. Weaver, p; Don Gardner, vp 


WHITE, HERZOCG & NEE 
523 Marquette Ave., zn 2 
Wm. J. Nee, vp. 


HERBERT WILLIS & ASSOC. 
954 Midland Bank Bidg., xn 1 
Kevin Murphy, tv-rad d. 


St. Paul 


DAVID, INC, 
Ist National Bank Bldg., zn 1 
Quentin J. David Jr., prodn mgr, ae; Jeanne Dudley, 


tv-rad d. 


690 Robert St., zn 1 
Steward Almleaf, mgr art dept; Robert Goebel, prodn 


mgr. 


HARPER CO. 
%18 Pioneer Bidg., zn 1 
Paul Ginter, prodn mgr 


J. UH. McGUIRE ADV. 


470 


S. Snelling Ave., zn 5 


John H. McGuire, p; H. E McGuire, vp. 


MISSOURI 


Kansas City 


ALLMAYER, FOX & RESHKIN ACCY., INC. 


612 W. 47th St., zn 12 
Randell 8. Jessee, ty-rad d. 


BRUCE B. BREWER & CO. 


Yo 





ERWIN WASEY, RUTHRAUFF & RYAN, INC. 





900 Walnut St. 


John 8. Kirwan, ty-rad d; W. M. Glesecke, part. 


LAWRENCE 8S. COVINGTON ADV. 
1003%% W. 43rd St., =m 11 
Dale Bowers, copy chf. 


GALVIN-FARRIS-ALLVINE 
2201 Grand Ave., an 8 
Shelby Henderson, ty-rad d; Jack Hill, copy ehf. 


STANLEY R. GRANT ADV. 
3203 Summitt 
Stanley M. Grant, gen mgr; Vivian Eckenroed, ae. 


JONES & HANGER, INC. 
612 W. 47th St., on 12 
Robert J. Illidge, prodn mgr 


RICHARD LANE & CO. 


4534 Wernall Rd., zn 11 
Byron D. Gash, “ec, art d; Holland Harpool, copy chf 


SAVE 


wCECO 


rentals 


ways 


Cameras: |6mm & 35mm—Sound 
(Single or Double System)—Silent 
—Hi-Speed 


Lighting: Arcs—\Incandescents 
—S pots—Floods—Dimmers 
Reflectors—All Lighting Accessories 


Sound Equipment: Magnetic 
Optical—Mikes—Booms 


Grip Equipment: Parallels 
Goboes—Other Grip accessories 


Dollies: Crab—Western—Portable 
Panoram—Cranes 


Lenses: Wide angle—Zoom—Tele- 
photo—Anamorphic 


Generators: Portable—Truck 
Mounted 


Editing Equipment: Moviolas 
—Viewers—Splicers—Rewinders 
Projection Equipment: |6mm & 
35mm—Sound & Silent—Slide— 
Continuous 


Television: Closed Circuit TV 


Ohare Camera Car: 


*CECO—Trademark of Camera 
Equipment CO. 





Se ne 





wee eee eee eee eee eee) 


Every piece of equipment is 
checked out to perform “better 
than new.” 


as Your accountant will explain 
the tax benefits of renting 


versus buying. 


CECO 
More experts use CECO Rentals 


servicing free of charge. 
more often — because if we don’t 


provides all normal 


have it, who has? 


Branch: 
CAMERA EQUIPMENT CO., INC. OF FLORIDA 
1335 East 10th Avenue « Hialeah, Florida 


SALES - SERVICE - RENTALS 


FRANK z KER 


GAMERA CQuiPment Gals 


Department 315 West 43rd Street, New York 36, 
New York « JUdson 6-1420 














Gentlemen: Please rush me your FREE complete catalogue 
of Rentai Equipment . 
Name. . 
Firm : 
Street “ 
City Zone——State : 
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THE KITCHEN THAT WANTS TO WORK ... FOR YOU! 




































This is the working kitchen that has meant so much to Home Economists 
preparing food for TV commercials filmed at GRAY-O'REILLY STUDIOS. 
You'll find this kitchen an asset, too, but . . . more importantly . . . you'll 
love the GRAY-O'REILLY lighting on your product . . . lighting that makes 
strawberries look like strawberries . . . even in monochrome . . . gives 
glamour to spinach . . . and creates character in cakes! Write or call 

We will be happy to show you our complete studio facilities. 


GRAY-O'REILLY STUDIOS 480 LEXINGTON AVE. 
NEW YORK 17 YUKON 6-4070 


























TelevisionAge 


reaches more 
agency executives 


than any publication 
in the field 


68 October 17, 1960, Television Age 





} 


CARL LAWSON ADV. CO. 
4722 Broadway, <n 12 
Jim Howard, art d; Richard Maloney, copy d 


MERRITT OWENS ADV., INC. 
New Brotherhood Blidg., zn 1 
Frank Rickey, tv-rad d. 


POLLARD & HAMER, INC. 
2727 Main St. 
Bob Holloway, art d 


POTTS-WOODBURY 

2233 Grand Ave. 

Gene W. Dennis, tv-rad d; William J. Brewer, tv-rad 
prodn d. 


FRANK ROBINSON & CO., INC. 
406 W. 34th Si. 
Frank F. Robinson, r 


Edgar Burgevaldt, ty-rad d 


ROGERS & SMITH ADV. AGENTS 
1006 Grand Ave., zn 6 
William B. Harmon, ty-rad d. 


STANDART & O’HEARN ADV. 

1627 Main St., zn 8 E 
Berkley Brandon, prodn mgr; Robin League, tv 
prod-d 


R. S. TOWNSEND, INC. 
406 W. 34th St., zn 11 
R. 8S. Townsend, p. 


VALENTINE-RADFORD, INC. 
1049 Central St. 
Cc. C. Bogasch, G. W. Hawley, Bill Alexander, ses 


WASSON ADV., INC. 
Manufacturers Exchange Bidg., zn 5 
Jack Rippel. p, tv-rad d. 


St. Louis . 


FRANK BLOCK ASSOC. 
212 N. Kingshighway, zn 8 
Maurice A Seligsohn, art a Donald Epsteir ae: 


Ton Chapman, ac 


CLAYTON-DAVIS & ASSOC, ENC. 
108% Olive St., zn 2 
Irvin Davis. g mgr; Cleo Paulos, prodn mgr 


DARCY ADV. CO. 
Missouri Pacifie Bldg., zn 3 
H. K. Renfro, mgr ty-rad dept 


FRENCH ADV., INC. 
University Club Bldg., zn 3 
George Johnson, vp 


GARDNER ADV. CO. 
915 Olive St., zn 1 


Ralph Pasek, prodn mgr; William McGoogan, prodn 
sup; May Kohler, prodn sup; Robert Hughes, tv-rad 
traf mgr. 





AVAILABLE 


For commercials. Top notch Direc- 
tor—Choreographer. TV experi- 
ence includes many credits. Re- 
cently ‘Music Man,"’ Melbourne, 
Australia. Imaginative, creative 


dance routines for backgrounds. 


Box 486 
Television Age 
444 Madison Avenue 
New York 22, N. Y. 














to > 


i. | 







































HARTOGENSIS ADV. CO. MARJORIE WILTEN ADV. 


10406 Manchester Rd., zn 22 7603 Forsyth St., an 5 

Harold Hartogensis, p, copy chf; Jack G. Kuhl. art d Max A. Wilten, part, prodn mgr, ty 4. 

HUFFMAN ADY. CO. WINFIELD ADV., INC. 

Areade Bidg., zn 1 8012 Bonhomme Rd., am 5 

Edna E. Suermann, art d. Barbara Block, tv-rad d; Robert 0. Scott, exee vp. 


CHRISTY HUMBERG ADV. WINIUS-BRANDON CO. 


P. O. Bex 151, Fenton 1706 Olive St., an 3 eAGH¢éMhe 
Christy Humberg, o, tv-rad d. Herbert P. Halpern, tv-rad d. 


KELLY, ZAHRNDT & KELLY M. L. WINKLER CO. ADV. 
2343 Hampton Ave. 1000 Washington Ave., zn 1 LJ 
aa Robert W. Kelly, vp & sec; Fred J. Shannon, mkt @ M. L. Winkler, p, tv-rad d w4 


KILROY ADV. 


3608 Grand Ave., zn 18 NEBRASKA . , 
Ray Manning, vp; Pierette Paddock, copy chf; Ollie Top-notch creative musical com- 
, Wrablik, art d; Kay Berge, ty prodn. Omaha ay f : A b 4 ss 
ALLEN & REYNOLDS, INC. merciais Tor Top-notch acvertisers 


KRUPNICK & ASSOC. 


+ 3104 Farnam S1., zn 31 H ; 
ag Pa te’, Lyle W. De Moss, yp tv-rad; Tom Mack, ty-rad prodn including 
mer. Fo 
rd 


ROBERT LURIE, INC. f 
1401 S. Brentwood Blvd., zn 17 BOZELL & JACOBS 


Rabe ink kk 510 Electric Bldg., zn 2 Winston 
Clair Gross, ty-rad d; James Harker, yp-ty prodn 


° 
LYNCH & HART ADV. CO. 
ars ya DREVES-ARENDT & ASSOC., INC, Dual Filter 
7730 Carondelet Ave., zn 5 2 “ 
Robert ©. Wagner, copy chf; Stewart Me(u:mack, 1111 Ww. oO. W. Bldg. Herbert Tareyton 
yy William F. Arendt, Lee W. Dreves 
. 
4 F GOODSELL-DAWSON ADV. Cut-Rite 
AL MAESCHER ADV. 3867 Leavenworth, zn 5 . . 
25 S. Bemiston, zn 5 John M. Goodsell, p. Manischewitz 
Richard Derringer, prodn mgr. 
. ADAM REINEMUND ADV. 
PLESSNER & JOHNSON, INC. 2207 N. S6th St., zn 4 


539 N. Grand Ave., zn 3 Adam Reinemund, o. JERRY JEROME 


Robert E. Johnson, p; George Robinson, sup 


RIDGEWAY-HIRSCH Sax Sodem Shen ks 2 PRODUCTIONS 











8012 Carondelet, zn 5 Brandt J. Zimmerman, Robert E. Beebe, Jack H. Roll 
Eleanor Werner, tv-rad d. 1 Snapdragon Lane 
Roslyn Heights, Long Island 
EDITH ROEDDER ADV. CO. NEW YORK y 9 : 3 
818 Olive St. Member, MCPA 
Edith A. Roedder, o. Albany 
DAVE FRIS ADV., INC. 
ROMAN ADV. CO. 277 Lark St., zm 10 
309 N. Jith St. Donald J. Moore, p Seas e ene eee; 
John Keeling, rad-tv. 
GOLDMAN & WALTERS ADV. 
RUTLEDGE ADV. CO. 19 Clinton Ave., zn 7 
1000 Market St., zn 1 Eileen Herskovitz, ty-rad d 
Granville Rutledge, p: Elliot R. Dayies Joon 3G. 
Rutledge, Del Franklin, vps; George T. Ga'c. vy» & Buffalo FILM 
creative d 
ALVIN ADY. CO. 
SAVAN & HAMMERMAN ADV., INC. 279 Longnecker St., zn 6 S I ORAGE 
Al Bennett, p. 


2311 Hampton Ave. 


BARBER & DRULLARD, INC. 
2005 Liberty Bank Blde., zn 2 
Helen Newman, ae, tv-rad tb 


For 500,000,000 feet 
NOW AVAILABLE 


SEELIG & CO. 
8147 Delmar Blvd., zn 30 
Leon Seelig, p 


BATTEN, BARTON, DURSTINE & OSBORN, INC. 


GLEE R. STOCKER & ASSOC. 1614 Rand Bldg., zn 3 

721 Olive St., zn 1 Earl J. Ashcroft, copy chf; Robert Siemer, art d; 

William H. Mullgardt, ty-rad d. Robert Truckenbrod, art d e Complete Records 
WEINTRAUB & ASSOC, AD BUSCH, INC, : 

111 S. Bemiston, zn & 425 Franklin St., zn 2 

Hershel Frankel, art d. Charles Rohrbach, art d a Access Service 





w Delivery Anywhere 


QUANTITY DISCOUNTS 
COMPLETE FILM SERVICE CENTER 


Services provided : 
DISTRIBUTION + INSPECTION + GRADING 
& CLEANING + REPAIRING & REJUVENA- 
TION + SCRATCH REMOVAL + PROTECTIVE 
COATING + EDITING - COMMERCIAL 
INSERTIONS + STORAGE 


BEKINS 
FILM SERVICE CENTER 


1025 N. Highland Ave., Hollywood 38, Calif. 
HOllywood 9-8181 


CAMART DUAL SOUND EDITOR 
Model SB-IIl 


U.S, Pat #2,819,646 
Complete with optical sound repro- 
duction head (choice of magnetic 
sound) base plate, amplifier-speaker. 
For single or double system sound. 
Easy to handle, no twisting film. An 

beatable combination with the Zeiss 
Moviscop 16mm precision viewer, 
sharp brilliant 2%, x 3% picture. 


Dual Reader, less viewer $195.00 
Leiss Moviscop viewer 99.50 


Write for Catalog of Film Editing & Handling Equipment 


THE CAMERA MART INC. 


1845 Broadway (at 60th St.), New York 23, N. Y. e Plaza 7-6977 
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COMSTOCK & CO. 
651 Delaware Ave., zn 2 

Everett L. Thompson, d ty-rad dept; Howard C. 
Schellenberg, creative d; Robert F. Crawford, prod 


ELLIS ADV. CO. 

Hotel Statler Hilton, zn 2 

Dick Joseph, prodn mgr; Joan Ellis, copy chf; 
Beatrice Haniford, tv d. 


FLAGLER ADV., INC. 
170 Franklin St., zn 2 
Otello Manna, prodn mgr. 


GOTTHELF & WEIL, INC. 
47 W. Huron St., zn 2 
Peter King, vp, tv d, ae; C. J. Ginther, prodn mgr 


LIPPMAN ADV. ASSOC. 

1910 Liberty Bank Bldg., zn 2 

Albert Lippman, p; Cascy Palermo, exee vp; Johr 
Hartung. prodn m; Bonnie Roberts, tvy-rad prod 


MacLAUGHLIN ADV. 
466 Ellicott Square, zn 3 
F. R. MacLaughlin, o 


MOSS-CHASE CO. 
425 Franklin St., zn 2 
David N. Getman 


RUMRILL CO. 

10 Lafayette Sq., zn 3 

Charlies D. Einach, ty-rad m sup; Robert P. Knechtel 
ty-rad prodn sup 


New York 


ADAMS & KEYES, INC. 
3 E. 54th St., zm 22 
James J. Freeman, g mgr 


AD-VANTAGES, INC. 
40S Lexington Ave., zn 17 
A. Lewis King, p 


ADVERTISING TRADE SERVICE, IN¢ 

303 Fifth Ave., zn 16 

Leon Gilbert, vp, prodm mgr. copy chf, mb, ta! b 
Robert Roth, art d 


RALPH ALLUM CO., INC, 
660 Madison Ave., zn 22 
Ralph Allum, p; Gene Geary, prodn mgr 


ALTMAN-STOLLER ADV., INC. 

254 W. 4th St., a 19 

Si Muntner, prodn mgr; Lee Batlin, vp, art d; Joseph 
Nissen, art d; Lois Harman, copy chf 


AMBER ADV., INC. 
1501 Broadway, zn 36 
Harry W. Graff, p; Mrs. Minerva Newmark, ae 


ANDERSON & CAIRNS 
130 E. 59th St., zm 22 
Vietor Seydel, tv prod; Miles Berman, asst to prod 


ARKWRIGHT ADV. CO. 

65 E. SSth St., zm 22 

Jack Wilcher, writer-prod; Thomas Mannos, prodn 
sup 
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ARPADI-SARETT ASSOC. 
45 E. 34th St., zm 16 
Arthur Brooks, copy chf, tv d; Maxwell S. Sehwarta, 
art d 


ASHE & ENCELMORE ADV., INC. 

244 Madison Ave., zn 16 

Edward Rostock, vp, srt art d; Alice Moroz, copy chf; 
Gene Kuris, prodn mgr. 


ATLANTIC-BERNSTEIN ASSOC. 

655 Madison Ave., zn 21 

Julius Golden, copy chf; Arthur Abrayarel, Don Wil 
liams, ae, prodm mgrs 


N. W. AYER & SON 
Time and Life Bldg., 1271 Ave. of Americas 
David Gudebrod, fim prod 


HENRY BACH ASSOC. 
245 Fifth Ave., zn 16 
Henry Goldsmitn, ae, prodn mar 


LYNN BAKER, INC. 
720 Fifth Ave., zn 19 
David Savage. vp, tv-rad d; William King, prod 


Gc. M. BASFORD CO. 

60 E, 42nd St., zn 17 

Winsor Watson, yp, copy d; F. L. LeBenz. prodn mer 
Murray Fairbairn, ty prodn 


BASS & CO., INC, 

50 Broad St., zn 4 

Sydney Bass, p, ae, copy chf, pub d David J 
Gallagher, vp, prodn mgr 





TED BATES & CO. 

666 Fifth Ave., zn 19 

Herbert Gunter, vp chg prodn ty-rad dept; William E 
Watts, fim-tape prodn d; Zachary Schwartz, creative 
sup fim-tape c; Alfred Basso, Edward Carroll, Hal 
Douglas, Julius Edelman, Douglas Gabrielle, Les 
Goldman, Robert Harris, Lawrence Katz, Robert Mar 
gulies, Gilbert Williams, fim-tape ¢ sups 


BATTEN, BARTON, DURSTINE & OSBORN, INC. 
383 Madison Ave., zn 17 

Herminio Traviesas, vp & mgr, ty-rad dept; Larry 
Berger, vp in chg ty art; Art Bellaire, yp in chg tv 
copy; Mary Babcock, Chan Buck, Rocco Dielarso Kar! 
Fischer, Lois Pernod, Mal Thompson, Jack Zoller 
Milton Bernstein, G. B. Buscemi, Nicholas DeMarco 
Les Collins, Earl MecNuity, ty fim prods; Bernie 
Haber, vp che ty fim prod; Mary Rudden, asst tv 
fim prod; Al Cartwell, vp chg live & \t prodn; Doro 
thy Winter, asst chg daytime ty prodn; John Dear 
Reger Hinkley, Bill Jackson, Henry Monasch, Nancy 
Siff, Ray Teague, Joe DiBuono, Louis Georgaras, live 
prods; Nan Marquand, hd of casting 


Vv. S. BECKER ADV. SERVICE 
551 Fifth Ave., zm 17 
Viola S. Becker, 0, ty-rad d; t & tal b 


VICTOR A. BENNETT CO., INC. 
6 E. 45th St., am 17 
Edward D. Kahn, vp, gen mgr 


BENTON & BOWLES, INC. 

666 Fifth Ave., zn 19 

Gordon Webber, vp, d bdest ec prodn; Ray Lind, vp, 
mgr ty ¢ prodn. 





BEN B. BLISS & CO. 
The Penth: ase, Times Tower, Times Sqy., zn 36 
Myron Crespin, prodn mgr; Gary Zucker, copy ehf; 
Arnold Starr, tv consultant. 





BRACO ADV. 

1440 Broadway, zn 18 

Arthur V. Briskin, p. tv sup; Richard H. Briskin, vp. 
tv-rad d 


BROWN & BUTCHER 

630 Fifth Ave., zn 20 

Robert P. Crane Jr., vp, creative d; Robert F 
Kirby, prodn mgr; Irving Weber, art d 


M. B. BRUCKER CO., INC. 

18 W. 48th St., 2 36 

Martin B. Brucker, p, ae, copy chf; Ray Folde. md 
ty tal b; Joseph Heise, ae, prodn mgr; Martin Lynn 
art d; Norman Alperin, tv-rad d 


LEO BURNETT CO., INC. 

477 Madison Ave., zn 2: 

Hooper White, mgr, ¢ prodn; Robert LaChance, ¢ prod; 
Walter Sachs, ec prod Mary Lu Hertivig. casting 





CAMPBELL-EWALD CO. 

488 Madison Ave., zn 22 ' 

Alfred J. Miranda III, hd ty dept, ty pred; Andy 
Doyle, ty prod; Avery Chenoweth, ty prod 


CAPLES CO. 
10 E. 40th St., zm 17 
Joseph A. Tery, vp, tv-rad; Ruth D. Folster, tb, sp b 


CHARLES J. CHARNEY & CO., INC. 
101 W. SSth St., zn 19 
Emily Leeds, md 


CHIRURG & CAIRNS, INC. 
130 E. 59th St. 
Channing M. Hadlock, ty-rad d 


COUEN, DOWD & ALESHIRE 

il E. 42nd St., zn 17 

Edward Aleshire, p; Robert Wahl, prod-writer; Ric! 
ard WB. Miller, vp copy; Elizabeth Black, m-time d; 
Ethel Lewis, librariar 


COLE, FISCHER & ROGOW 
415 Park Ave., zn 22 
Arthur A. Fischer, chmn, md; Jabez Williams, art d 


WENDELL P. COLTON CO. 

750 Third Ave., zn 17 

Graham B. Wilson, copy chf; George C. Stengle, prodn 
mer. 


COMPTON ADV., INC. 

625 Madison Ave., zn 22 

Frank Brandt, yp, hd dent; Paul Burggraf, dept mgr 
prod; Frederic Cammann, Westor Emmart, Heler 
Nelson, Edward Rizzo, John Nicholas, Martin Slat 
tery, Martin Kraft, Ruth Davis, Peggy Gannon, prods; 
Frank Tortorelli Sue Smitman Stan Dragoti asst 





preds 


CO-ORDINATED MARKETING AGCY., INC. 
575 Lexington Ave., zn 22 

Lester L. Wolff, p; Arthur A. Pelty, vp; Walter Reed 
prom d; Irving Herz, exec vp; Hilda Morse, copy 
writer 


CROMWELL ADV., INC. 

55 W. 42nd St., zn 36 

J. J. Pollack, p, treas, ib, tal b; W. Carter, prodn 
mgr, art d. 


CUNNINGHAM & WALSH, i? 
260 Madison Ave., zn 16 
Larry Baker, Robert Burtis, fim prods; William La 
eava, Sanford Levy, fim prods, pgmmg ds; Edward F 
Moore, bus mgr tv-rad dept; Richard B. Burton, art & 
tv prodn; Frederic Carney, ty prod; Jerry Gedney 
John Milligan, Vernon Steffen, Dayid Lyons, tv art ds 
prods; A. C, Chevins. chg tv creative dept. 





FULL SOUND FACILITIES 
RADIO SPOT RECORDING 
16 mm TRANSFERS AND DUBBING 




































For quality production more and more of the 


quality accounts are entrusted to MPO’s care 


BELOW IS A LIST OF ADVERTISING AGENCIES WHO HAVE 
SELECTED MPO FOR THE PRODUCTION OF THEIR CLIENTS’ COMMERCIALS 


N. W. Ayer & Son, Inc. Donahue & Coe, Inc. J. M. Mathes, Inc. 

— corto Doyle, Dane, Bernbach, Inc. Maxon, Inc. 

ed Bates & Co., Inc. William Esty Co., Inc. Eri 

Batten, Barton, Durstine & Foote, Cont & Belding, Inc. vit my yews yr 
Osborn, Inc. Clinton E. Frank, Inc. Moaul. Willi a's \ ‘ ' 

Benton & Bowles, Inc. Fuller, Smith & Ross, Inc. womgh neces heteng, ttle 

D. P. Brother Advertising Gardner Advertising Agency, Morse International, Inc. 

Leo Burnett & Co., Inc. Inc. Needham, Louis & Brorby, Inc. 

Campbell-Ewald Co., Inc. Grey Advertising Agency, Inc. Norman, Craig & Kummel, Inc. 

Campbell-Mithun, Inc. Hicks & Greist, Inc. Ogilvy, Benson & Mather, Inc. 

Cockfield-Brown & Co., Ltd. Kenyon & Eckhardt, Inc. Reach McClinton & Co., Inc. 

Cohen, Dowd & Aleshire, Inc. Ketchum, MacLeod & Grove, Sullivan, Stauffer, Colwell & 


Compton Advertising, Inc. 


Cunningham & Walsh, Inc tne. Bayles, Inc. 

Dancer-Fitzgerald-Sample Lang, Fisher & Stashower, Inc. Tatham-Laird, Inc. 

Daniel & Charles, Inc. C. Jj. LaRoche & Co., Inc. J. Walter Thompson Co. 

D'Arcy Advertising Co., Inc. Lennen & Newell, Inc. Walker Saussy Advertising 

Doherty, Clifford, Steers & Richard K. Manoff, Inc. Warwick & Legler, Inc. 
Shenfield, Inc. Marcus Advertising, Inc. Young & Rubicam, Inc. 


For detailed information regarding MPO’s Creative staff and studio facilities write or call 
Judd L. Pollock, 15 East 58rd St., New York 22, New York, MUrray Hill 8-7830 


HOLLYWOOD 


4024 Radford Avenue 
N. Hollywood—POplar 9-0326 


NEW YORK CITY 


15 East 53rd Street 
MUrray Hill 8-7830 
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a mark 


of 


recognition... 

















... thas seal adentifres 
the nation’s leading writers, creators and producers 
of muswal commercials... dedicated and qualifted 
to provide service to the industry of the highest 
calibre and integrity .. . the members of 


MUSICAL COMMERCIAL PRODUCERS AssoctATION, INC. 


520 FIFTH AVENUE * NEW YORK 36, N. Y. 


for more information, please contact any of the members listed below — 





BIEVER & STEIN PRODUCTIONS, INC., | FORRELL, THOMAS & POLACK MADISON AVENUE SOUNDS, INC., 
N.Y.C. ASSOCIATES, INC., N.Y.C: N.Y.C. 
JIMMIE CARROLL, INC., N.Y.C. CHUCK GOLDSTEIN PRODUCTIONS, |= MORRIS MAMORSKY & ASSOCIATES, 
CORONADO PRODUCTIONS, INC., INC., N.Y.C. N.Y.C. 
NY.C. HOWARD PLUMMER — HAP MUSIC, EDDY MANSON, N.Y.C. 
CUMMINGS PRODUCTIONS, INC., INC., N.Y.C. ROY ROSS ENTERPRISES, INC., N.Y.C. 
N.Y.C. JERRY JEROME PRODUCTIONS, INC., —R.T.S. PRODUCTIONS, INC., N.Y.C. 
PHIL DAVIS MUSICAL ENTERPRISES, N.Y.C. SANDE & GREENE, INC., L.A. 
INC., N.Y.C. JINGLE WORKSHOP, N.Y.C. SCOTT-TEXTOR PRODUCTIONS, INC., 
FAILLACE PRODUCTIONS, INC., JOHNSON JINGLES, N.Y.C. N.Y.C. 
N.Y.C. SIGNATURE MUSIC, INC., N.Y.C. 
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cURTIS ADV, CO. 
One Park Ave., zn 16 

L. R. Curtis, p, copy chf; Frank Oliver, prodn mgr, 
ae; David Nathan, ty-rad d, 


DANCER-FITZGERALD-SAMPLE, INC. 

347 Madison Ave., zn 17 

Norman Mathers, d; Joe Shaw, asst d; Peter K. Smith, 
Robert Johnson, Ernest Pittaro, Lee Davis, John Held, 
Sandy Semel, film prods; Dave Dayidow, live ty prodn 
sup; Ray Rossi, Bert Saperstein, live ty prods; Harry 
Hess, admin asst. 


DANIEL & CHARLES, INC, 

185 Madison Ave., zn 16 

Lincoln Diamant, vp chg ty-rad; Miss Debbie Rose, 
tw coordinator, Kermit Berger, asst ty d. 


D'ARCY ADVERTISING CO. 

430 Park Ave., zn 22 

Allen De Coveny, Newt Stammer, ty Om prods; Joseph 
Felipe, Jack Warren, tv prods; R. Stewart Garner, 
ty-rad prod. 


HENRY L. DAVIS CO. 

12 E. 4st St., en 17 

Henry L. Davis, 0, copy chf, ty-rad d; L« Asciutto, 
prodn mgr, art d, ae. 


EMIL J. DE DONATO, INC, 
299 Madison Ave., zn 17 
Jack D. Luchsinger, tv-rad d. 


DELPHI ADV., INC. 
1620 Gist S.t, Brooklyn, zn 4 
Walter Gusew, art d. 


DE PERRI ADV., INC. 
141 E. 44th St., an 19 
Walter Swift, copy chf. 


DILLON-COUSINS & ASSOC., INC. 
500 Fifth Ave., zn 36 
Enrique Loynaz, creative d. 


DOHERTY, CLIFFORD, STEERS & SHENFIELD 
530 Fifth Ave., zn 36 
Russell H. Ford, yp ty-rad; John De Benham, Arnold 
Leeds, exec prods tv-rad 


DONAHUE & COE 

1270 Ave. of Americas, zn 20 

Carl Rigrod, vp, tv-rad, motion pictures; Klaus Leh- 
mann, assoc prod; Joseph Lamneck, prod. 


W. B. DONER & CO. 
400 Madison Ave., zn 17 
Harry Fleischmann, prodn mgr 


DOREMUS & CO. 

120 Broadway, zn 17 

Vincent H. Coryell Jr., ty prodn d; Bettie Sue Flynn, 
prodn asst 


DOYLE DANE BERNBACH, INC, 

20 W. 43rd St., zn 36 

Don Trevor, ty-rad d; Ernest Hartman, John Capsis 
Bruce MeGuineas, prods; Joan Walker, prod-casting d 


MONROE F. DREHER, INC, 

30 Rocketeller Plaza, zn 20 

Frederick Otto, prodn mgr; John Thayer, tv-rad 
prodn d 


EHRLICH, NEUWIRTH & SOBO, INC, 
210 Madison Ave., zn 16 
Roslyn Seides, copy chf; Robert Weisser, prodn mgr. 


ELLINGTON & CO. 
535 Fifth Ave., zn 17 
Warren Brooks, prodn mgr. 


CORTEZ F. ENLOE, INC. 

551 Fifth Ave., zm 17 

Peter Vogel, prodn d; William H. Oakley Jr., yo for 
creative affairs 


ERWIN WASEY, RUTHRAUFF & RYAN 

711 Third Ave., zn 17 

Rollo Hunter, vp, tv-rad d; Bill Thunhurst, Jack 
Schwartz, Vic Watson, prods. 


WILLIAM ESTY CO. 

100 E. 42nd St., zn 17 

Joseph S. Forest, vp tv-rad c dept; Donald S. Devor, 
vp, ty prod; Charles Kinney, casting d; Walter King. 
Robert Steel, Charles Kambourian, Robert Baden- 
hausen, Paul Martin, Joseph Cinelli, Charles Jilnicki, 





John Sireus, James McAward, tv ¢ prods; 
rad prod; Robert Finn, bus mgr. 


Arline Luony 


ETTINGER ADV. 
320 Fifth Ave., zn 1 
Lola Kovener, copy chf; Martin Diamond, prodn mer. } 


FAIRFAX, INC, 

270 Madison Ave., zn 16 

Stanley I. Fishel, exee yp, ae; James W. Fishel, vp. 
ae; Adele Kanter, asst ae 


FOOTE, CONE & BELDING, INC. 

257 Park Ave., zn 17 

Hoyt Allen, Gordon Kolunbach, Thomas McDonnell, 
Robert Steen, Henry Hull Jr., Ted Storb, Richard 
Wotring, ¢ prodn sups; Roger Pryor, vp, nat bdest 
prod; Raymond A. Betuel, ty art d. 


ALBERT FRANK-GUENTHER LAW, INC. 

131 Cedar St., zn 6 

William F. J. Dietz, vp, prodn mgr; Bobert W. Day. 
vp, tv-rad d; Stanley F. Merritt, vp, copy d. 


FREDERICK-CLINTON CO. 

545 Fifth Ave., zn 17 

Harold S. Rieff, p, treas, tv-rad d, tb, tal b; Richard 
Condal, prodn mgr. 


FRIEND-REISS ADV. 
221 W. S7th St., zn 19 
Bill Reese, tv-rad d. 


L. W. FROHLICH & CO., INC. 

34 E. Sist St., zn 22 

Neil Brant, d ty, fim, rad dept; Larry Bearson, Earl 
James Rowland, ty writer-prods. 


FULLER & SMITH & ROSS 

666 Fifth Ave., zn 19 

Ed Mahoney, mgr tv-rad; Catherine Ames, ty-rad 
prod; Philip L. Worcester, prodn sup, ty-rad; George 
Wyland, grp creative d, ty-rad; Peter 8. Cardozo, vp, 
crestive d, ty-rad. 


GARDEN ADV. CO. 
370 Lexington Ave., zn 17 


Film Productions Incorporated 33 West 46th Street 
New York 36, New York JUdson 2-3606 
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Rapio TE evision Spots prop. INC. 


@ Musical Creativity 
© Singing Commercials 
© Background Scoring 


FOR RADIO and FILM 


Current Credits: 


“GENERAL MOTORS @ SEALTEST 
ROYAL CROWN COLA 


ROGER WHITE 


Sales Rep. 


| JOHN GART 


Creative Director 


2 West 46th Street, New York 36, N. Y., Plaza 7-9260 
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How to lum 


a ‘5% Raise into 
a‘L000 Bonus 





WHAT SHOULD HE DO WITH AN EXTRA $5 


He can spend it, of course. But, if he 
buys a $25.00 U.S. Savings Bond 
each month for 40 months with his 
$5 a week raise, he is going to have 
Bonds worth $1,000. 

Wishing won’t turn a $5 a week 
raise into a $1,000 bonus, but 
it’s easy to do. If you take that 
$5 raise and put it into USS. 
Savings Bonds you can buy a 
$25.00 Bond a month (cost 
$18.75) and have money left 
over. If you keep buying one 
of these Bonds a month for 40 
months you'll have your big 
bonus—Bonds worth $1,000 at 
maturity. 


Why U.S. Savings Bonds are 
such a good way to save 


« You can save automatically 
with the Payroll Savings Plan. + 
You now earn 334% interest to 
maturity. - You invest without 
risk under U.S. Government guar- 
antee. - Your money can’t be lost 
or stolen. - You can get your 
monev, with interest, anytime 
you want it. - You save more 
than money; you help your Gov- 
ernment pay for peace. - You can 
buy Bondswhere youworkorbank. 


You save more than money 
with U.S. Savings Bonds 


The U.S. Government does not pay for 


this advertising. The Treasury Depart- + 


thanks Advertising Council 


ment 
and this magazine for their patriotic 
donation. 
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John 0. Roche, yp, creative d; Arthur A. Bindrim, 
prodn mgr. 


FRED GARDNER CO. 
50 E. 42nd St., zn 17 
Harry Lotufo, vp. 


RALPH D. GARDNER ADV. 

745 Fifth Ave., zn 22 

Ralph D. Gardner, p, se; Constance Williamson, md; 
Allan Schwartzberg, tb. 


ROY GARN CO. 
35 W. 43rd St., en 36 
Gene Kalvar, prod; Bernard George, chg animation 


GAYNOR & DUCAS, INC. 
400 Madison Ave., zn 17 
Arthur Larsen. 


GEYER, MOREY, MADDEN & BALLARD 

595 Madison Ave., zn 22 

LeRoy A. Emmerich, tv-rad prodn mar; Joseph Danis, 
ty-rad prod; Donald Mcguinn, tv-rad bus mar. 


GIBRALTAR ADV. 
17 East 45th St., zn 17 
Ronald Dawson, tv-rad d. 


GOTHAM-VLADIMIR ADV., INC. 
342 Madison Ave., zn 17 
William V. Ricglane, vp, art & prodn sup 


GRANT ADV., INC, 

711 Third Ave., zn 17 

Jack Sharp, prod; Mrs. Lee Platt, asst prod; R. C 
Mack, vp tv-rad. 


MONROE GREENTHAL CO. 
595 Madison Ave., zn 22 
Norman Trell, md; Harvey Schulman, tv. 


GREY ADV. 

445 Park Ave. 

Gene Bassin, Alfred Hollender, Mrs. Catherine Pitts, 
Jim Somers, fim prods; Paul Minor, Tom Whitesell, 
tv prods; Jack Davis, exec prod; Sidney Hertzel, tvr- 
rad bus mgr; Frank Knight, ty art d; Claudia Walden, 
tv casting d, tal b. 


LAWRENCE C. CUMBINNER ADV. 

655 Madison Ave., zn 21 

Paul G. Gumbinner, vp, tv-rad; Michael Sassanoff, tv 
creative d; Morton Kasman, prodn sup; Bud Green 
span, prod; Hugh Cohn, bus administrator. 


GUTH, FRANCIS & RICHARDS 
532 W. S8th St., zn 19 
Edwin J. Schwartz, vp 


LESTER TIARRISON, INC, 
210 E. 50th St., zn 22 
Lillian Harrison, prodn mgr. 


HEINEMAN, KLEINFELD, SHAW & JOSEPH, 
INC, 

1270 Avenue of Americas, zn 20 

Joseph W. Shaw, vp, art d; A. Van Strander, prodn 
mgr. 


MILTON HERDER ADV., INC. 
55 W. 42nd St., zm 36 
Addie Olkes, prodn mer. 


J. M. HICKERSON, INC. 
551 Fifth Ave., zn 17 
William A. Miller, md. 


NICKS & GREIST, INC. 

555 Fifth Ave., zn 17 

Theodore J. Grunewald, vp, tv-rad; Milton Stanson 
live & fim prod; Richard R. Rendeley, fim prod. 


NOCKADAY ASSOC., INC. 

201 E. S7th St., zn 22 > 

Alvin Chereskin, exec vp, art d; Michael de Leo, vp, 
art d; Glenn McCaskey, prodn mer. 


MELVIN A. HOFFMAN, INC. 
23 W. John St., Hicksville, L. I. 
Melvin A. Hoffman, p; Morton Glick, ty d. 


E. T. HOWARD CO., INC. 

40 E. 49th St., zm 17 

Robert Tenny, vp, copy chf; George Consentino, prodn 
mgr; Chris Kaestner, art d. 


CHARLES W. HOYT CO. 
380 Madison Ave., zn 17 





Thomas A. Lee Jr., tv-rad d; Clifford L. Simpson, 
creative d tv-rad; Valerie Clarke, traffic mgr, tv-rad. 


JOSEPH JACOBS ORGANIZATION, INC. 

342 Madison Ave., zn 17 

Joseph H. Winters, copy chf; Leonard Katz, prodn 
mer. 


M. J. JACOBS, INC. 
303 W. 42nd St., zm 36 
Seymour Davis, prodn mgr, art d. 


ROBERT LOUIS JOHNS ADV. 
225 W. 34th St., zn 1 
Leonard Coplen, d ty, rad, fim prodn. 


MYRON JONAS CO. 
154 Nassau St., zn 38 
Myron Jonas, ae. 


KAMENY ASSOC,, IN. 

2 W. 45th St., zm 36 

Seymour Kameny, chmn, creative d; Fred Newman, 
copy chf, ae; Alan Peers, vp, art d; William Egan, 
prodn mgr; Vernon Delston, tv-rad d; Allen Schneider, 
film prodn d. 


ROBERT B. KANE ADV., INC. 
271 Madison Ave. 
John S. Davidson, mgr. 


KASTOR HILTON CHESLEY CLIFFORD & 
ATHERTON 

575 Lexington Ave., zn 22 

John P. Atherton, vp, d ty-rad prodn, tal b; Jules 
Bundrus, vp chg ty-rad; Richard King, asst ty prod, 
casting d; Donald McAree, ty art d 


JOSEPH KATZ CO. 

555 Fifth Ave., zn 17 

James Shelby, tv-rad d; Alice Polver Biviano, assoc 
tv-rad d. 


KENYON & ECKHARDT, INC. 

247 Park Ave., zn 17 

Francis H. Amy, prod; Andrew L. Duca, assoc prod; 
William D. Gargan, prodn sup; Max Glandbard, George 


Lawrence Jr., Arnold O. Leads, prods; Paul Moran 
assoc prod; John W. Murphy, yp ¢ prodn dept; Larry 
Parker, Leon Rothberg, Marshall Rothen, prodn sups; 


Larry Semon, prod 


KETCHUM, MacLEOD & GROVE, INC. 

155 E. 44th St., zn 17 

Donald Fox, tv-rad prodn sup; Norton T. Gretzler, 
tv-rad bus dept; E. J. Donaldson, yp, ty-rad @ 


Cc, K. KONDLA ADV. 
20 W. 43rd St., zn 36 
C. K. Kondia, o. 


KUDNER AGCY, INC, 

575 Madison Ave., zn 22 

Edgar C. Kahn, d, tv-rad prodn; Richard W. Clem- 
mer, asst d tv-rad prodn; Paul Belanger, ty prod; 


Marie Lindberg, asst prod; David Elliott, ae 


KUSHINS-ANDERSON & TAKARO, INC. 
15 E. 48th St., zn 17 
Gedeon Takaro, vp, exec art d 


RICHARD LA FOND ADYV., INC. 
655 Madison Ave., azn 21 
A. Colin, prodn mgr; C. Bauer, art d 


LAMBERT & FEASLEY, INC. 

430 Park Ave., zn 22 

Stephen R. Otis, asst tv-rad d; George P. Turner Jr., 
asst tv-rad d. . 
A. B. LANDAU, INC. 

239 Fourth Ave., zn 3 

Joel Gabbe, copy chf. 


ERBERTO LANDI ADV. CO. 
853 Seventh Ave., zn 19 
Erberto Landi, 0. 


8 te RECORDERS 


Production recording, Re-recording on all types 
of Magnetic Film, and transfers to any 
type of optical negative. 


6054 Sunset Bivd. 


Sound 
Recording 10 3-820! 






Hollywood 28, Calif. 
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PHILIP J. LANE ADV. 
667 Madison Ave., zn 21 
Philip J. Lane, o. 


Cc. J. LaROCHE & CO. 

575 Lexingten Ave., zn 22 

Jay Bottomly, mgr, tv prodn; Peter Tomlinson, tv 
art d; Frank Dennis, sup ty ec copy; Tom Lewis, rp 
chg tv-rad; Norman Heywood, ty copy, prodn. 


LEBER & KATZ, INC. 
625 Madison Ave., zn 22 
Murray A. Valenstein, d ty-rad prodn. 


MACK LEBLANG CO., INC. 
720 Fifth Ave., zn 19 
Mack Leblang, p. 


AL PAUL LEFTON CO. 
71 Vanderbilt Ave., zn 17 
Ray Sidor, tv prod. 


LENNEN & NEWELL, INC, 

380 Madison Ave., zn 17 

Tony Pan, hd tv-rad e¢ prodn; Bruce Allen, Phil 
Mathias, Jack Strang. Jim Walsh, Bud Ehriich, John 
Edgerton, Gene Robbins, Lou Florence, Sean Morrison. 
prods; Ray Fragasso, Walt Cooper, Drew Andreotta, 
Barry Elliott, asst prods. 


Ss. R. LEON CO. 
119 W. S7th St., zn 19 
M. Brookmeyer, exec yp. 


LOEWY, STEMPEL, ZABIN,. INC, 
95 Madison Ave., zn 16 
Irving Stempel, art d, ae. 


STANLEY A. LOMAS CO. 
9 Rockefeller Plaza, zn 20 
Katherine Ellis 


LUBELL ADV. ASSOC, 

342 Madisen Ave., zn 17 

George Gottridge, vp. copy chf; Thomas Morelli, prodn 
mgr. 


LUCERNA CO. 
17 E. 45th St... zn 17 
Emanve! Goldman. p, tv-rad d; M. Lewis Lacher 


prodn mgr 


MacMANUS, JOHN & ADAMS 

444 Madison Ave., zn 22 

Frank P Bibas, exec prod ty-rad dept; Mark 
Lawrence, vp tv-rad 


RICHARD K. MANOFF, INC, 

575 Lexington Ave., zn 22 

James N. Harvey, vp, creative d; John R. MeCann, 
prodn mgr. 


MARK, SIMEON & RENARD, INC. 
347 Fifth Ave., zn 16 
R. Feinstein, prodn mgr. 


ROBERT M. MARKS CO. 
32 E. S7th St., zn 22 
Donald Berard, art d. 


MARSCHALK & PRATT CO. 
460 Park Ave., zn 22 
Edward Provost, prodn mgr. 


MARSTELLER, RICKARD, GEBHARDT & REED 
800 Second Ave., zn 17 
D. M. Howell, prodn mgr; Eugene F. Cole, art d. 


J. M. MATHES, INC, 

260 Madison Ave., zn 16 

Roy Passman, ty rad d; Frank Huber, tv c writer. 
prod; Al Morrison, assoc d ty-rad. 


MAURY, LEE & MARSHALL 

250 Fifth Ave., zn 1 

Maury Bergman, 0, tv-rad tb, tal b, ae; Douglas F. 
Rodgers, ty d. 


MAXON, INC, 

12 E. 53rd S1., zn 22 

Allen Hodshire, vp; Victor Kenyon, yp; Richard 
Barlow, William W. Lewis, John R. McKinney, Joel 
Nixon. 


McCANN-ERICKSON, INC, 

485 Lexington Ave., zn 17 

Robert Dall’Acqua, d ty-rad ¢ prodn; James Manilla. 
Robert Milford, Harold Mathews, George Weber, John 
Westing, William Workman, Edmund Anderson, Jack 
Fenimore, Chet Gierlach, Bert Harris, Neil Tardio, 
tv-rad prods 


MOHR & EICOFF, INC. 
400 Madison Ave., zn 17 
Dan Rubin, vp, tv, fim, rad, ytr prod-d; Hal Kirk, d 


MOGUL WILLIAMS & SAYLOR, INC. 

625 Madison Ave., zn 22 

Leslie Dunier, vp, tv-rad d; Jeanne Harrison, edu ts 
prod; Jim Lichtman, ty d, prod. 


MORSE INTERNATIONAL 

122 E. 42nd St., zn 17 

C. Buffington, d tv-rad prodn; G. Harrington, asst. 
a tv rad prodn. 


NATIONAL EXPORT ADV. SERVICE 
405 Lexington Ave., zn 17 
Jerome B. Kates, d ty-rad. 


NEEDHAM, LOUIS & BRORBY 
730 Fifth Ave., a 19 
M. EB. Kinnan, tv-rad sup. 


NEMAROW ADV. 
299 Madison Ave., zn 17 
Forest Cooper, art d. 


ALBERT SIDNEY NOBLE 

52 Vanderbilt Ave., zn 17 

A. 8. Noble, p, creative d; A. A. Swenson, ty-rad 
prodn. 


NORMAN, CRAIG & KUMMEL 

488 Madison Ave., zn 22 

Walter A. Tibbals, vp; James O. Rankin, ty coor 
dinator, prodn sup; Joel Weisman, prod; Peter Cohen, 
asst prod; Alice Middleton, asst & casting prodn; 
Leonard V. Koch, bus mgr; John McLaughlin, tv art 
d & asst prodn. 


NORTH ADV., INC. 
16 E. 40th St., an 16 
Frank Higgins, prodn mgr ty-rad. 


OGILVY, BENSON & MATHER 
589 Fifth Ave., zn 17 











No! No rabbit's foot for her. 
She knows many cancers can 
be cured if found in time — so 
she gets a health checkup 
every year. She also knows 
contributions can help conquer 
cancer—so she gives generous- 
ly to the American Cancer Soci- 
ety. Send your gift to ‘‘Cancer,"’ 
in care of your local post office. 


AMERICAN CANCER SOCIETY 


UCKY LUCY? 
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The NE 
AURICO 


All-Transistorized 
FILMAGNETIC 


PRO-6O 
SPECIA 





bu Sound-On-Film Camera 


Records either Optical or 
Magnetic Sound-Track 
with Picture 


@ Newly developed Auricon Self Blimped 
Super-Silent Synchronous Soundrive, de- 
signed to meet the most exacting sound 
recording requirements. 


@ Weighs only 24 Ibs. which is 30% less than 
the popular Pro-600, for easy portability, 
yet retains all the superb sound-recording 
features of the heavier Auricon studio 
camera. 


@ Models available for both Magnetic and 
Optical single system recording. Can also 
be used for double system recording. 


@ New “Ali Weather” Amplifier, Model MA-11, 
will perform perfectly under any climatic 
conditions—O° to 140°F.—at the freezing 
South Pole or the broiling Sahara Desert, 
without affecting its temperature compen- 
sated 14 transistor circuitry or frequency 
response of 50 to 12,000 cycles. Weighs 
only 5 Ibs. 


@ Permanent internal rechargeable battery for 
complete portability, or A.C. operated when 
plugged into a 110 v. outlet. 


@ Film capacity is 400 feet, will also accom- 
modate 100-ft. and 200-ft. daylight loading 
spools of 16mm film. 


@ All Auricon Equipment is SOLD WITH A 
30-DAY MONEY-BACK GUARANTEE and a 
1-year Service Warranty. You must be satis- 
ficd! 

Write for brochure 


S.0.S CINEMA SUPPLY CORP. 


Dept. N, 602 W. 52nd St., N.Y. 19—PLaza 7-9440 
Western Branch: 633! Holly'd. Blvd., Holly'd., Calif. 
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Newt Mitgman, vp, d ec prodn; Henry Bate, Chet 
Maxwell, Ken Shaw, sr prods; Hal Burdick Jr. 
S. Willis Wright, prods. 


OVESEY & STRAUS, INC. 
Empire State Bidg., zn 1 
Mrs. M. O’Dea, md; D. Straus, vp 


PARKSON ADV. 

400 Park Ave., zn 22 

Don Blauhut, vp, tv-rad d; Helen Lawin, ty opertns 
mgr 


W. MONTAGUE PEARSALL 
30 Vesey St., zn 7 
Walter Montague Pearsall, o. 


PICARD ADV., INC. 
655 Madison Ave., zn 21 
L. Figenwald, vp; Charles Bauer, art d 


PLATT & O'DONNELL ADV. 
7 E. 44th St., zn 17 
Thomas Cosgrove, vp; Kenneth Groesbeck, ¢ mgr 


JOSEPH PORRO ADV. 
580 Fifth Ave., zn 36 
Joseph Porro, p & ty-rad sup; Lee Bore rprodn mgr 


JULES POWER PRODUCTIONS 
9 E. 75th St.. zm 21 
Jules Power, p; Daniel Wilson, prod 


PRODUCT SERVICES, INC. 
17 E. 45th St., zn 17 
Richard De Maoi, c fim prod. 


PULSE ADV., INC. 

1t7 E. SOth St., zn 22 

lloward Pascoe, chmn bd, exec vp, copy chf ne; 
Ronnie Pere, prodn mgr, art d 


OBA ADV. BUREAU 
120 W. 42nd St., zn 36 
Eugene Nicolait Jr., tv-rad d 


KENNETH RADER CO., INC. 
18 W. S6th St., zn 19 
Kenneth Rader, p; Madeline Allison, ty-rad tb. 


REACH, McCLINTON & CO. 

505 Park Ave., zn 22 

Werner Michel, vp; James K. Graham, James Young 
Merl Bloom, prods. 


JOSEPH REISS ASSOC. 
210 Fifth Ave., zn 10 
Cecile B. Reiss, part. 


FLETCHER RICHARDS, CALKINS & HOLDEN 
730 Fifth Ave., zn 19 

S. J. Frolick, sr vp, d ty-rad; William Vance. tv 
rad copy, prodn chf; Bob Nugent, Steve Roppolo 
tv-rad writer-prods; Vic Miranda, ty-art d. 


ROCKMORE CO. 

575 Lexington Ave., zn 22 

Harry Pesin, copy chf; Sydney J. Cohn, prodn mar; 
Charles L. Lewin, yp chg tv rad, ae 


ROSE-MARTIN AGCY. 
21 W. 46th St., zn 36 
Alex B. Kenne, vp, art d; Ethel Whelan, prodn mgr 


BEN SACKHEIM, INC. 

2 W. S9th St., zn 19 

William Pitts, yp, tv-rad; Dan Solomon, prod & traf 
mer. 


MAXWELL SACKHEIM-FRANKLIN BRUCK, INC. 


545 Madison Ave., zn 22 
Ron Romano, tv-rad prod 


SANGER-FUNNELL, INC. 
35S Lexington Ave., zn 17 
Robert L. Neff, vp; Robert L. Starski, vp 


FRANK B. SAWDON, INC. 
60 E. 56th St., zn 22 
John Paul Jones, d ty-rad; Ardian Rodner, vp 


CHARLES SCHLAIFER & CO. 
4 W. S8th St., am 19 
John Cioppa, prodn mer. 


SCHNEIDER-STOGEL CO. 
286 Fifth Ave., zn 1 


David Schneider, p, copy chf; Philip Stogel, exec vp. 


art d; Ely Basil, prodn mgr, art sup 


SCHOEN COORDINATED ADV., INC. 
20 Greenwich St., am 14 
Betty-Anne Schoen, ty ¢ prod. 


SCHWAB, BEATTY & PORTER, INC. 

660 Madison Ave., zm 21 

G. C. Violante, yp, copy sup; Norman C. Wingert, vp, 
prodn mgr; A. J. Geyer, yp, art d. 


WILLIAM G. SEIDENBAUM & CO. 
267 Fifth Ave., zn 16 
William G. Seidenbaum, p. 


SHELDON FREDERICKS ADV. ASSOC., INC. 
71 Vanderbilt Ave., zn 17 

Sheldon 0. Schwartz, exec yp, ae, art d; Laurence C€. 
Bassett, creative d. 


HAROLD J. SIESEL CO., INC. 

216 E. 49th St., zn 17 

Leonard M. Scherer, vp, creative d; Mort Friend. 
prodn mgr; Si Friedman, art d; Dan Siesel, tb. 


SMITH & DORIAN, INC. 
256 E. 49th St., a 17 
Gerald J. Kaufman, tv prod. 


SMITH-GREENLAND CO., INC. 

666 Fifth Ave., zn 19 

Murray Klein, Peter Weinberg, Murray Platte, Len 
Rosenberg. 


JOSEPH I. SONNENREICH 
205 W. 89th St. 
Joseph I. Sonnenreich. 


RAYMOND SPECTOR CO., INC. 
445 Park Ave., zn 22 
Irving Trabich, art d; Bernard Ludin, prodn mgr 


G. T. STANLEY 
19 W. 44th St., zn 36 
Stanley Wiener, p; Joan Sall, md. 


WILLIAM STEINER ASSOC., INC. 
42 E. 64th St., zn 21 
Renee Kaplan, vp. 


STREET & FINNEY 

45 W. 45th St., zn 36 

Lyman B. Cooper, art d, ty prod; 0. Clinton Car 
penter Jr., Howard Miller, Janet Price, copywriters 


SUDLER & HENNESSEY, INC. 
130 E. 59th St., zn 22 
Hal Davis, tv-rad d. 


SULLIVAN, STAUFFER, COLWELL & 

BAYLES, INC. 

575 Lexington Ave., zn 22 

Harry Ommerlle, sr yp, ty-rad; Philip H. Coben, vp 
tv-rad 4; Frank Reéd, yp, ty-rad bus mer; Tom 
Vietor, vp chg ty-rad prodn; Nick Albano, Rodney 
Albright, Warren Bryan, John Cole, Don Harrington, 
James Hayes, Perry Harten, H. G. Kelley, Walter 
Selden, ty prods; Robert Smith, William Washington 
asst tv prods. 


TATHAM-LAIRD, INC. 

420 Lexington Ave., zn 17 

Chester Kulesza, mgr ec prodn; Dixie Lou Thompson, 
tv-rad prod. 


J. WALTER THOMPSON CO. 
120 Lexington Ave., am 17 
Harry Herrman vp; Maury Holland vp; Harry 








Create the RIGHT mood every time 
with the 


MAJOR MOOD 
MUSIC LIBRARY 


MAJOR offers you a full twenty hours 
of mood music for titles, bridges, 
hackgrounds. 

WRITE FOR FREE CATALOGUE 


THOMAS J. VALENTINO, INC. 


Established 1932 
150 WEST 46th STREET 
New York 36, New York—Cl-6-4675 
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Treleaven, vp; Donald Widlund, yp; Alan Anderson, 
Robert Carlson, Paul deMonterice, John Donnelly, 
Lou Giacobbe, William Gibbs, Marie Gordon, Charles 
Green, Matthew Harlib, John Keown, Arthur Kling, 
Robert Kronenberg, Robert Kuhn, Al Leftwich, Morton 
Levin, Carol Lushear, James Marshutz, John Marsh, 
Byron McKinney, Ernie Motyl, Bob Richardson, John 
Searola, Lewis Schwartz, Al Scott, Paul Todd, Wm 
Whited, Sidney Woloshin. 


THOMPSON-KOCH CO., INC, 

1450 Broadway, zn 18 

George Deins, vp, copy chf; Robert J. Bohman, vp, 
art d. 


HOUSE OF J. HAYDEN TWISS, INC. 
355 Fifth Ave., zn 17 
Howard B. Hayward, vp. 


VICTOR & RICHARDS 

565 Fifth Ave., zn 17 

Vie Lindeman Jr., prod; Lucille Widener, hd 
Alan Sands, prod-ae. 


b; 


J. FRANKLYN VIOLA & CO. 
152 W. 42nd St., an 36 
Paul Mills, ty @. 


W. L. VOMACK, INC. 


1723 Jerome Ave., Brooklyn, zn 35 


Rene Lee, prodm mgr, art d; John Vomack, ty-rad d. 


tb, tal b 


FRANK VOS & CO., INC, 
7 E. 48th St., zm 17 
Guy H. Papale, md 


H. W. WARDEN ASSOC. 
750 Third Ave., zm 17 
Dana A. Seymour, creative d. 


WILLIAM WARREN, JACKSON & DELANEY 
45 W. 45th St., zm 36 

Stevens P. Jackson, part, ty d, ae; Harry Alleya, tv 
rad prod d 


WARWICK & LEGLER 

375 Park Ave., zn 22 

Andrew V. Christian, yp chg ec prodn; Benjamin 
Colarossi, Ethel Jensen, Mickey Lynn, prods 


WATERMAN-GETZ ADV. 

370 Lexington Ave., zn 17 

Harriette Waterman, chmn bd, copy chf, ae; Edna 
Okasaki, prodn mgr, art d. 


WEBB ASSOC, 
330 Fifth Ave. 
Bernard J. Schiff, p; Elaine B. Hudson, tw 
H. Kriss, tv prod 


1; 


_ 


WEISS & GELLER, INC. 

400 Madison Ave., zn 17 

Lawrence Wisser, sr vp, creative d; Max Tendrict 
exec vp; George De Vito, bdest traffic mgr 


WESLEY ASSOC. 
630 Fifth Ave., zn 20 
Charles M. Amory, ty d; Robert BRehbock, asst 


WEXTON CO. 
444 Madison Ave., zn 22 
John H, Eckstein, vp. 


ROBERT WHITEHALL, INC. 
37 W. S7th St., zn 19 
Alan Charles, md 


WILDRICK & MILLER, INC. 

1 Rockefeller Plaza, zm 20 

Bruce Jenkins, G. B. Borden, prodn mgrs; E. F 
Ramsteck, art d 


WALTER WILEY ADV., INC. 
29 Pearl St., zn 4 
Jerome K. Kanner, vp, tv d; Dorothy F. Wiley, tv b 


WORTMAN, BARTON & RUSSELL, INC. 
345 Madison Ave., zn 17 
Elbert B. M. Wortman, p; L. Alice Searfoss, md 


YOUNG & xUBICAM, INC, 

285 Madison Ave.. zn 17 

Jack Sidebotham, vp & d ty c art & prodn; John 
Freese, mgr, ty-rad ¢ prodn; Fred Frost, mgr, tv 
rad ec art & prodn; Leita Thompson, Alice Scott, 
prodn estimators; Pyrmen Smith, William Muyskens, 
Robert Waters, Carl Sturges, sr film prods; John Di 
Sesa, Charles Price, Joan Kennedy, Thomas Ford 
Ted Storb, Barbara Lane, film prods; Richard 





Saunders, sr prod live prodn; Roger Brann. Walter 
Eckley, Leon McNamara, Harry Hicks, prods, live 
prodn. 


L. D. ZETLIN & CO. 

630 Third Ave., zn 17 

L. D. Setlin, p; BR. Alvo, prodn mgr; V. Ernest asst 
prodn mgr. 


ZLOWE CO., INC. 

65 E. 55th St., an 22 

Milton Sutton, vp, creative d; Don Sheerin, hd ty 
prodn; Joe Goldberg, art d; Bernie Spiro, prodn mgr 


Schenectady 


JOHN L. HALPIN ADV. 
277 State St., zm 5 
John L. Halpin, part; Marion G. Halpin, part 


GEORGE R. NELSON, INC. 
208 State St., zm 5 
Robert B. Stone, tv d 


Syracuse 


BARLOW ADV. 

742 James St., zn 1 

H. C. Millard, vp, art d; Marcus J.. Hughes, vp 
prodn mgr. 


COOLICAN, COE & COOLICAN, INC. 
216 Denison Bldg., zn 2 
William LeMon, ty-rad d; Frank Martorelli 


FELLOWS ADV. 

511 E. Fayette St., zn 3 

Madeline Clark, copy chf; David Robert, prodn mgr; 
James Gridley, art d 


FLACK ADV. 

433 S. Warren S1., zn 2 
Daniel W. Casey, tv-rad d. 
SILVERMAN ADV. 

210 Paramount Bldg. 


Biever & Stein Productions, Inc. 


9590 Fifth Avenue 
New York 36, N. Y. 





Curtis Biever 
OW 8-0462 
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| Peter Penizotto, copy chf; 


LAkeside 675260, 


Arthur Silverman, p. 


SPITZ ADV., INC, 

Sawyer, tv-rad d. 

Frederic Berg, art d; Bob 
530 Oak St., zn 3 


NORTH CAROLINA 
Charlotte 


AYER & GILLETT, INC. 

1022 S. Tryon St., zn 3 

Beth Laney Smith, ae; Charles B. Seward, ae; 
Jerry Hendrick, creative d; James Webb Jr., ae; 
Riggs Luther, script writer; Mrs. Joyce Clark, tb 


BOETTIGER & SUMMEKS 
121 E. Third St. 
Audrey M. Summers, part. 


KINCAID ADV. 
311 E. Sth St., zn 6 
Cc. A. Kineaid, p. 


WALTER J. KLEIN CO., INC. 
1214 Elizabeth Ave., zn 4 

Dorothy Goldfarb, sec, copy chf; 
prodn mgr; Charles Johnson, tv d 


Billy Linebergen 


Greensboro 


BRADHAM & CO. 
Piedmont Bldg. 
George W. Bradham, p 


IIEGE, MIDDLETON & NEAL 
1304 Battleground, Box 9437 
William Alexander, tvy-rad d 


Winston-Salem 


G. NORMAN BURK, INC. 
532 Oliver Bidg., zn 22 
Patricia Moreel, tv-rad d 


LONG-HAYMES ADV. 
421 Summit St. 

Curtis E. Long. Joseph A 
a sups. 


Ilaymes, Austin Ul. ¢ 


OHIO 
Cincinnati 


ROBERT ACOMB, INC. 
444 E. Sth St., zn 2 
W. H. Rand, prodn mgr. 


JULIAN J. BEHR CO. 
530 Maxwell Ave., zn 19 
Art Hirsch, tv-rad. 


FARSON, HUFF & NORTHLICH 
700 Terrace Hilton Bidg., zn 2 
John J. Robinson, a sup; Bernard Pawlus, ae 


HERBERT FLAICG ADV. 
703 Provident Bank Bidg., zn 3 
Audrey Stigler, tv-rad d. 


srtid 


. .. A FILM EDITING 
SERVICE FOR PRODUCERS 
AND ADVERTISING AGENCIES 


45 WEST 45th ST., N. Y. 
Circle 6-4030 


4 








fi CONCENTRATED 
S Kasence of Sirloin. 7 


NS STOMACH STRENGTHENER 


as 
fara. 


S&S Gp 


purveyors of fine films to 
advertising type people. 


animation inc. 
136 NORTH SEWARD 


HOLLYWOOD 38, CAL 





NATIONAL 
S CREEN 
SERVICE 


T 
Vv 


1600 BROADWAY 
NEW YORK, 19 N.Y. 
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MOVIELAB FILM LABORATORIES 
MOVIELAB BUILDING, 619 W. 54th ST. 
NEW YORK 19, N.Y. JUDSON 6-0360 


I 


1 processing e blowups e internegatives # Kodachrome scene-to-scene color 


g e Ektachrome developing and printing e registration printing ¢ plus complete black and 


€ 


white facilities including cutting rooms, storage rooms and the finest screening facilities in the east. 














Reprints of this 
Directory of 
Agency 
Commercial 
Producers 
are available 


at $1 a copy 


Address orders to 
Readers Service, 


TELEVISION AGE 


444 Madison Avenue, 
New York 22, N. Y. 
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GUNDLACH ADV. 
1201 W. Sth St., zn 3 
Wayne N. Gunness, creative d. 


WILLIAM L. HOLLAND AGCY. 
2530 Auburn Ave. 
Earl L. Holland, o. 


RALPH H. JONES CO. 
3100 Carew Tower, zn 2 
Edward 0. Carder, d fim & transcript dept 


KEELOR & STITES CO. 

318 Broadway, zn 2 

Arthur A. Radkey, vp, tv d; David J. Clark, asst tv d 
TED MENDERSON CO. 

1077 Celestial St., zn 2 

Ted Menderson, p; Hank Marowitz, ty b 


RICHARD F. PECK AGCY, INC. 
410 Mercantile Library Bldg., zn 2 
Tom Murphy, vp, creative d. 


PERRY-BROWN, INC. 
2831 Vernon Pl., zn 19 
Robert J. Wilkins, ae; Bertha Smith, md. 


WILLIAM SAVAGE & CO. 
805 Fountain Square Bldg., zn 2 
Thomas McDonough, copy chf; Larry Deutenberg, art | 


LEWIS W. SELMEIER CO. 
811 Race St., zn 2 
Lewis W. Selmeier, p. 


LEONARD M. SIVE ASSOC, 
712 Broadway, zn 2 
V. E. Dwyer, art d. 


STOCKTON-WEST-BURKHART 
1303 First Nat'l Bank Bldg., zn 2 
Gary Lee, ty prod. 





STRAUCHEN & McKIM, INC 
1420 E. MeMillan St., zn 6 
Holmes E. Leed, tv-rad d; Jack D. Gifford, copy cbf 


Cleveland 


BAISCH ADV. 
3737 Chester Ave., zn 14 
Roman Drake, art d. 


BAYLESS-KERR CO. 

1166 Hanna Bidg., zn 15 

Harrison A. Bush, art d; Theodore B 
mgr. 


Gymer, prodn 


RALPH BING ADV. CO. 
2063 E. 4th St., zn 15 
Ralph S. Bing, tv-rad d 


DUFFY, McCLURE & WILDER, INC. 
400 Lincoln Bidg., zn 14 
B. D. Spofford, yp; Gladys Kopf, a coord. 


TULLER & SMITH & ROSS 
55 Public Square 

John James, d tv-rad, fims; 
fims. 


John Sallay, mgr t-rad 


GATES-BOURGEOIS ADV. 
3515 Prospect Ave., zn 15 
Charles Heminger, part, tb; Russell Bourgeois, part 
GERST, SYLVESTER & WALSH, INC. 

3113 Prospect Ave., zn 15 

Paul Greiner, prodn mgr 


GREGORY & HOUSE & JANSEN, INC. 
1621 Euclid Ave., zn 15 
Bernice Boyce Smith, tb. 


H. GRIDER ADV., INC. 
3030 Euclid Ave., zn 15 
D. Marsh, ty-rad prod; H. Kulow, vp. 


GRISWOLD-ESHLEMAN CO. 
55 Public Square, zn 13 
Ralph Borzi, tv-rad prodn d. 


HUBBELL ADV., INC. 
1900 Euclid Ave., zn 15 


ANN KOBLITZ ADV. 
Chester-12th Bldg., zn 14 
Ann Koblitz, 0; Adrienne Wisnecki, ae 


LANG, FISHER & STASHOWER, INC. 

1010 Euclid Ave., zn 15 

Alvin B. Fisher, vp, tv-rad; John L, Rose, d; Don 
Bianchi, asst; Edward T. Noll, prodm d; Paul Me- 
Cauley, Joe Mills, assts; Wayne M. Schakel, bus mgr. 


LEECH ADV. CO. 
615 Hanna Bidg., zn 15 
Edward Leech, p. 


MARCUS ADV., INC. 

3134 Euelid Ave., zn 15 

Marvin Marcus, exec vp, treas, art d, se; 
prodn mgr. 


Jack Sulak, 


McCANN-ERICKSON, INC. 

335 Euclid Ave., zn 14 

Harry N. Black, assoc creative d; Joseph S. Tanski Jr., 
sr ty-rad prod; Salvatore A. DeMarco, ty-rad prod; 
Mary Jo Perkins, ty-rad prod. 


MELDRUM & FEWSMITH, INC. 
1220 Huron Rd., zn 15 

S. A. Hunt, vp; D. R. Martin, 
vp, prodn; B. F. 


yp, art; R. J. Nason, 
Stauderman, yp, tvy-rad-fim 


PENN & HAMAKER 

20521 Chagrin Blvd., zn 22 
Edsel E. Penn, p; James H. Soisson 
Rigg, prodn mer. 


art d; Jack E 


JACK T. SHARP ADV. 

3101 Euclid Ave., zn 15 

Jack T. Sharp, p; Mel Tenenbaum, tv-rad d 
WATTENMAKER ADV. 

122u Huron Rd., zn 15 

James S. Wattenmaker, tv d 


WELLMAN CO. 
6th & Rockwell, zn 15 
Barbara Reinker, mgr, gen ady div 


WYSE ADV. 

2800 Euclid Ave., zn 15 

Lois Wyse, vp, sec, copy chf, ae; 
mgt; Dave London, art d 


Robert Fulto: 


prodn 


Columbus 


BARCROFT ADV. 
16 E. Broad St. 
Richard L. Raab, vp tv. 


BYER & BOWMAN ADV., INC. 

66 S. 6th St., zn 15 

William Arter, vp, creative d, ae; S. Neal Hallock, 
vp, ty d; Harold Graham, prodn mgr, art d 


DODSWORTH, FALCK & HUTCHISON, INC, 
700 Bryden Rd., zn 15 

Maxine B. Sopher, a sup; Frederick Peerenboom, crea- 
tive d. 


A. LOVELL ELLIOTT ADV. 
5295 N. High St., zn 14 
A. Lavell Elliott, W. B. Vayroch 


KELLY & LAMB ADV. 

897 Higgs Ave., zn 12 

George Miller, prodn mgr; Frederick Hoffman, art d 
. KNOPF & CO. 

8 E. Long, zn 15 

R. W. Knopf. 


CYE LANDY ADV., INC. 
929 E. Broad St., zn 5 

Irwin Kahn, copy chf, tv-rad tb; 
prodn mgr; Charles Platt, art d 


Katherine Mitchell, 


HARRY M. MILLER, INC, 
595 E. Broad St., zn 15 
3. B. Summers, ty-rad prodn mgr 


WHEELER-KIGHT & GAINEY, INC. 








Animal Talent Scouts Inc. 


COME MEET US 
AND BE SURE OF THE 
ANIMALS YOU USE 


331 W. 18 St, WY.C, 11, CH 3-2700 
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GOOD PRODUCTION 


... IS CREATIVE EDITING | 


Start by compressing two days shooting 
into sixty seconds—sensing the spark struck 
in the writer's mind—preserving that spark 
through the mechanics of production—en- 
hancing the director's translation with the 
subtle touches that must be more than the 
standard tricks of the trade; this is cre- 


ative editing. 


No Editor can create an unshot scene, one 
that was never seen by camera, director, 
or crew. But an Editor, to be worthy of 
the name, knows how to work his magic 
with pictures conceived by others—to 
weigh the takes for meaning, action and 
clarity; to make the instinctive choice and 
the sure cut that gives and preserves life, 
relates meaning, awakens interest and, 


above all, sells the product: 
We believe it— 
we live it— 


we guarantee it. 








irs al 
Said a aes 
t LE 


THE CREATIVE EDITOR—a director's most 
important ally—has the final responsibility. 


tidings Cw 


CHICAGO ° DETROIT e LOS ANGELES 
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PLAYHOUSE PICTURES 
Hollywood 


THE FINEST 
IN ANIMATED 
FILM. 


1401 North La Brea Avenue 
Hollywood 28, California 
Telephone: HOllywood 5-2193 











HAM: 


good with eggs; bad in com- 
mercials. Wilbur Streech 
Productions takes the ham 
out... puts results in. Next 
time, call in Wilbur Streech 
Productions. 


Guarantee: our commer- 
cials never leave you with 
egg on your face. 


ASK MIKE KRAFT 
TO SHOW YOU HIS 
SAMPLE REEL 


co 
WILBUR STREECH PRODUCTIONS, INC. 
135 W. 52nd ST. NYC WU 2-3816 
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975 S. High St., zn 6 
James S. Johnson, prodn mgr; William H. Eisele Jr. 
art d; Russell C. Mock. ty-rad d, tb, tal b. 


Dayton 


DANCER-FITZGERALD-SAMPLE, INC, 

33 W. First St., zn 2 

"thomas J. Pritchard, admin mgr; Byron Clark, copy 
sup. 


HUTZLER & SABATINO, INC. 
718 Third National Bldz., zn 2 
Nicholas S. Sabatino, p 


DON KEMPER CO. 
608 S. Main St., zn 2 
Carl Deibel, prodn mer. 


KIRCHER, HELTON & COLLETT 

2600 Far Hills, zn 19 

Don R. Lyon, ty-rad d; Watson B. Metcalfe, exec vp; 
Jack Westerman, vp; Norman Van Zant, vp; William 
Hilz, asst tv-rad d. 


HUGO WAGENSEIL & ASSOC, CO. 
Talbott Bidg., zn 2 
Robert Harwood, tv-rad d. 


Toledo 


BEESON REICHERT, INC. 

600 Toledo Trust Bldg., zn 4 

Rusken Stone, vp, tv-rad d@; Ronald Colon, prod 
writer. 


MERVIN N. LEVEY CO. 

Motel Ft. Meigs——Merzzanine, zn 4 

Mervin N. Levey, p; Thomas M. Aubry, ae; A. N 
Levey, ae 


SLAYTON-RACINE, INC, 
315 Madison Ave., zn 4 
Harold Kinder, art d; Charles Cartwright, copy chf 


WENDT ADV. 
1060 Spitzer Bidg., zn 4 
E. Bailey, ty-rad; Fern Kelmbach, art d, prodn mgr 


OKLAHOMA 
Oklahoma City 


ACKERMAN ASSOC, 
1411 Classen Blvd., zn 6 
A. V. Flegel, vp, tv-rad d. 


ANGELO ADV. 
2303 N. Broadway 
Edwin J. Angelo, part; E. Merial Angelo, part 


BEALS ADV. 
1503 N.E. 23 St. 
Warren K. Jordan, Robert C. Kumler, aes. 


TOM .P. GORDON CO. 
16 N. Harvey, zn 2 
Doe Smith, tv-rad d. 


WUMPHREY-WILLIAMSON & CIBSON 
1809—1Ist National Bldg. 
H. C. Childs, tv-rad d; Barbara West, asst. 


JONES & JONES ADV. 
717 Leonhardt Bldz., zn 2 
Henry C. Jones, o. 


LOWE RUNKLE CO. 
1305 Liberty Bank Blidg., zn 2 
Mack Fuller, tv-rad d. 


OREGON 
Portland 


ADVERTISING COUNSELORS, AL VAUGHAN & 
ASSOC, 

1019 W. 10th St., an 5 

Julie Prise, continuity sup. 


ADOLPH L. BLOCH ADV. 
108 N.W. 9th Ave., zn 9 
Lee H. Still, prodn mgr. 


ROTSFORD, CONSTANTINE & GARDNER, INC. 
400 S.W. Sixth Ave., mm 4 
Marilyn Lees, tv-rad d; Dean Lierle, creative d 





BURKITT ADV. 
1600 S.E. Ankeny S1., zn 14 
E. B. Burkitt, p. 


CIENACHEN & MOUNT 
822 Corbett Blidg., zn 4 
Nancy Stuart, tv-rad d 


COLE & WEBER, INC. 
Corbett Bldg., zn 4 
Ralph Rogers, tv-rad d 


RALPH P. COLEMAN & ASSOC. 
716 Mead Bidg., zn 4 
Bill Erler, art d. 


DAWSON & TURNER, INC. 
522 Pittork Blde., zn 5 
J. Gerald Fortis, creative d. 


GERBER ADV. 

1305 S.W. 12th Ave., zn 1 

Dean Pollock, part, creative d; F. D. Wieden, part, 
tv d. 


HEIMS & TURTLEDOVE, INC. 
1424 S.W. 12th Ave., zn 1 
Harry L. Turtledove 


EVERETT MITCHELL ADV. 


Terminal Sales Bldg., zn 5 
Everett Mitchell, p 


RICHARD G. MONTGOMERY 
1126 S.W. 13th Ave., zn 5 
Mary Nimmo, sec, treas, tv d 


PACIFIC NATIONAL ADV. 
829 N.W. 19th Ave., zn 4 
S. Dave Babbitt, ty-rad d. 


PENNSYLVANIA 
Philadelphia 


ATKIN-KYNETT CO. 

1400 S. Penn Square, zn 2 

Allen Gray, ty-rad d; James A. Gross 
Johnson, William H. Watson 


Robert O 


ARNDT, PRESTON, CHAPIN, LAMB & 

KEEN, INC, 

160 N. 15th St., zn 2 

Herman S. Thoenebe, vp, creative d; James C. Robert- 
son, vp, art d; Stanley Goldstein, ty-rad d; Thomas 
MeGann, prodn mer. 


N. W. AYER & SON, INC. 

210 W. Washington Square, zn 6 

James M. Wallace, exec yp, chmn plans board; Charlies 
T. Coiner, vp, exec d art dept; John W. Hull Jr., 
fim prod. 








music! 


to score your films by 
COMPOSED AND RECORDED 
WITH YOUR NEEDS IN MIND 


WRITE TO 

BOOSEY & HAWKES, INC. 
30 WEST 571m STREET 
NEW YORK 19, N. ¥ 

FOR CATALOG AND INFORMATION 











complete editorial facilities 
ALLEGRO 
FILM PRODUCTIONS 


723 7th Avenue, N. Y. 19 © JU 6-3057 
JERRY FORMAN 
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BALL ASSOC, 
845 N. Broad St., zn 30 
Joseph H. Ball, p, 0; Charles Melven, pub rel d; Pat 


Sackett, art d; William Hall, copywriter; Susan 


Cherry, copywriter. 


BARKUS & KAPLAN ADV. 
Western Savings Fund Bldg., zn 7 
Theodore Barkus, part. 


BAROL & ISRAEL 
1428 S. Penn Sq. 
Jack Israel, part; Bernard Barcel, part. 


BAUER & TRIPP ADV. 
1528 Walnut St., zn 2 
Elmer F. Jaspan, vp tv-rad. 


COX & TANZ, INC. 

833 S. 2st St., zn 3 

R. D. Carlo, prodn mgr; Ronald Rivers; James Kirk- 
connell. tv d, tv tal b, ae. 


DOREMUS-ESHLEMAN CO. 
1616 Walnut St., zn 3 
Elizabeth E. Raferty, prodn mer. 


i. ARTHUR ENGLEMAN 
Washington House, zn 31 
H. Arthur Engleman, o-mgr; Mrs. Fay Sandler, md 


ERWIN WASEY, RUTHRAUFF & RYAN 

3 Penn Center Plaza, zn 2 

John C. Bythrow, creative d; Jesse A. Plumley, prodn 
mgr 


RICHARD A. FOLEY ADV. 
1528 Walnut St., zn 2 
Alice L. Mooney, tv-rad d. 


ALBERT FRANK-GUENTHIER LAW, INC. 
Packard Bldg. 
Robert G. Fest, vp. 


GRAY & ROGERS 

12 S. 12th St., em 7 

Edmund H. Rogers, part, sup; Walter M. Erickson, 
rem & mgmt 4d; Edward Pappzian, md; Chester 
Cooper, prodn d 


GRESH & KRAMER, INC. 
1717 Sansom St., zn 3 
B. J. Kramer, creative d; P. Kent, md 


LAVENSON BUREAU OF ADV. 
1212 Chestnut St., zn 7 
H. A. Egbert, vp. 


AL PAUL LEFTON CO. 

1617 Pennsylvania Bivd., zn 3 

Jack Creamer, ty-rad dept hd; Roy LaPlante, tv-rad 
prod; Sheldon Roseman, ty-rad prod. 


H. LESSERAUX ADV. 
1920 Chestnut St., zn 3 
Richard S. Lesseraux, ty d, ae 


LEWIS & GILMAN, INC. 
6 Penn Center Plaza, zn 3 
John R. Bleasdale, ty-rad d, mgr ty-rad prodn 


MAY ADY. CO. 
1518 Walnut St., zn 2 
Frank J. McGinnis, vp, ty-rad, ae. 


CEORGE MOLL ADV., INC. 
Security-Pennsylvania Co. Bidg., zn 34 
Richard A. Moll, sec & ae. 


PETRIK & STEPITENSON, INC. 
1405 Lecust St., zn 2 
Margaret J. Farrell, prodn mgr. 


ROBINSON, ADLEMAN & MONTGOMERY, INC. 
2016 Walnut St., zn 3 

Michelle Dickerman, prodn mgr; Robert Meyers, art d; 
Ruth Chilton, tw d. 


SHAW & SCHREIBER, INC. 
1420 Walnut St., zn 2 
M. Brickman, prodn mgr. 


SAMUEL TAUBMAN 
1922 Spruce St. 


WARREN ADV., INC. 


1516 Summer St., zn 2 













Felix Productions 


producers of 


TV's "Felix the Cat” 


is 
very 
pleased 
to 
announce 
the 
formation 


“~ * other than Gelia! 


of 
their 


~ 


Commercial Film Cartoon Division 


creating re-memorable charac- 
ters for TV commercials and 
industrial films 


Ask for Mr. Joseph Oriolo 
355 Lexington Avenue, 
New York YU 6-516! 








PRODUCERS OF THE 
FINEST IN FILM 


FOR SOME OF THE 
FINEST AGENCIES 


Product: TEXACO NIAGARA POWER 
PR 


OJECT 








Agency: McCann-Erickson 


Product: HAZEL BISHOP NO-SMEAR 
LIPSTICK 





Agency: Raymond Spector 


You, too, can be assured of top quality 
production working with our team 


Wondsel, Carlisle & Dunphy, Inc. 
1600 Broadway 
New York 19, New York 
Cl 7-1600 
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musifex co 


15 st. n.y.c. 


+> W 


background music 
musical commercials 


sound effects 























ci-6-4061-2 











animation 


THE PRODUCER'S 
COMPLETE ART AN 
CAMERA SERVICE 


E Larrv Lippman—lIrv Levine 
9088 


480 Lexington Ave., New York YU & 














t LY ne > 


Pe 


6 EAST 46TH 
OX 7-4439 "CHIC" CICCOLINI 
Sesesegeeeaeegas 





Jesse KR. Falini, George Miller III, aes. 


WEIGHTMAN, INC. 
6 Penn Center Plaza, Suite 303, zn 3 


S. A. Tannenbaum, p, copy chf; David Nazionale, vp. 


art d, ae; Leonard Stevens, tv-rad d. 


WERMEN & SCHORR, INC. 
1616 Walnut St., zn 3 
Jerry Samuelsohn, ty-rad d. 


YARDIS ADV. CO. 


1922 Spruce St., zn 3 


Harold Smith, prodn mgr; John Rile, art d. 


Pittsburgh 


RACHMAN, KELLY & TRAUTMAN 


600 Grant St., zn 19 
Stanton M. Lenchner, ty-rad d. 


CAVANAUGH-MORRIS ADV. 


946 Greentree Rd., zn 20 
Loraine Steffens, vp, tv-rad d. 


W. CRAIG CHAMBERS, INC. 


513 Second Ave., zn 19 
W. Craig Chambers, H. A. MeCoy 


DUBIN ADVERTISING, INC, 


Kigelow Bldg., zn 19 
Barry Farnol, tv-rad d. 


ERWIN WASEY, RUTHRAUFF & RYAN, INC. 


Oliver Bldge., zn 22 
Yale Shafer, tv-rad d 


527 


TULLER & SMITH & ROSS 


211 Oliver Ave., xm 22 
Tom Slater, vp 


d tv-rad 


GIBBONS ADV. 


10 Weed St., an 22 
Arthur D. Gibbons, 0, p. 


KETCHUM, MacLEOD & GROVE 


411 


Warren C. Rossell, tv-rad mgr; H. 
rad ae; 
chinal, tv-rad ae. 


LANDO ADVERTISING AGCY. 


197 











7th Ave., zn 19 
Truman Rice, ty- 
William Wiliam Bur 


Morris, ty-red ae; 


Carlton House, zn 19 


\ 












Jane L. Callomon, creative d; Fred Hedding, tv-rad 
prod. 
VIC MAITLAND & ASSOC, 
2 Gateway Center, zn 22 
William EB. Burge, tv-rad d; Jack RB. Elliott, asst d 
tv-rad. 
‘\ 
JAY REICH ADV. 
902 Frick Bidg., zn 19 
Alex deGurian, Marie Domiano, Armado Pdsto 
RAY SAYRE ADV. 
Investment Bidg., zn 22 
Ray Sayre, o; Edward Kilgore, d; Betty Schultz, sec 
SMITH & ARMBRUSTER, INC. 
700 Dewberry Rd. 
Mrs. Janet S. Tilton, prodn d, md 
SMITH, TAYLOR & JENKINS 
223 Fourth Ave., zn 22 
William D. Morrissey, ty d; John J. O'Nei tv dept 


WASSER, KAY & PHILLIPS, INC. 


1231 Banksville 


Rd., zn 16 


Alvin L. Roth, tv-rad d 


DORA C. WEISS ASSOC. 


515 


Miss Dora C 


Farmers Bank Bidg., zn 22 
Weiss, p 








Bringing the exact effect and flavor of the client’s and the 
agency’s creation intact to the television screen . . . that is 
CreaTVity. It is hard to define but easy to recognize in any 
good commercial. It requires the total effort of a crack produc- 
tion team, working with the most modern equipment. 


CreaTVity is the reason the finest agencies choose Audio Pro- 
ductions to serve their most valued clients, again and again. 


AUDIO |. 


PRODUCTIONS, INC. 


630 Ninth Ave., N. Y. 36, N. Y. ¢ PL 7-0760 
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WHY NOT LET AN 

“OLD HAND” ASSEMBLE 
YOUR TV TAPE 
PRODUCTION PACKAGE ? 


Free brochure on RCA 
Customized TV Tape 
System is available. See 
your RCA Representative. 
Or write to RCA, 


Building 15-1, 
Camden, N.J 











Get the TV Tape System with a “Matched” 
Line of Program Production Equipment 


Dept. NC-278, 


























With an RCA TV Tape System you get equipment that is designed for incorpora- 
tion into a complete package. You get everything you need from one reliable 
source of supply—from cameras to TV tape recorders, including audio, switching, 
and special effects. You obtain equipment with a background of experience that 
is without equal in the film and television industries. You get the finest pic- 
tures—both color and black-and-white . .. Why risk the chance of failure with 
unmatched equipment when you can get equipment from RCA that is matched— 
both electrically and mechanically—to work in a system. 


Broadcast and Television Equipment « Camden, New Jersey 


RCA TV Tape Recorder e RCA Video Equipment « RCA TV Film Equipment « 
RCA Audio Equipment « RCA Switching and Special Effects » RCA Film 
Recording Equipment (Studio or Mobile—Monochrome or Color) 








The Most Trusted Name in Television 


@® RADIO CORPORATION OF AMERICA 








JOHN R. C. WILLIAMS ADV. 
Investment Bidg., zn 22 
W. Killmeyer, tv-rad d. 


RHODE iSLAND 


Providence 
BO BERNSTEIN CO. 


24 Masen St.. zn I 
Bo Bernstein, p, ae; Harry Bernstein, yp, ae; Frank 
W. Barad, vp. ae; Ellen L. Diamond, tb 


L. C. FITZGERALD, INC. 
58 Wevbosset St., zn 3 
Alan Andrews, tv prodn sup 


GOLDSMITH-TREGAR CO. 
367 Eddy St., an 3 
Grace Black, tv-rad d 


HORTON, CHURCH & GOFF, INC. 

800 Turks Head Bldg., zn 1 

William C. Cook. tv-rad d; James DuBois, creative d; 
T. Raymond Parker, art d 


KNIGHT & GILBERT, INC. 
71I1L Industrial Bank Bidg., zn 3 
Norman Clegg. vp, tv-rad d 


JOSEP! MAXFIELD CO. 
BT Weybosset St., zn 3 
Dorothy M. Taipe, tv-rad d. 


FRANK McCABE & ASSOC. 
29 Weybosset St. an 3 
Anthony W. Frank, art d. 


GEORGE T. METCALF CO. 

31 Canal St., an 3 

Robert A. Meehan, ty d 

NOYES & CO. 

1800 Industrial Bank Bide., zn 3 

Henry C. Hart Jr., tv d; Ronald Clayton, copywriter 


DARRELL PRUTZMAN ASSOC, 
85 Westminster St., zn 3 
T. F. Goodchild, vp. 


GORDON SCHONFARBER & ASSOC. 
58 Weybosset St., zn 3 
Richmond A. Patterson, tvy-rad d. 


SOUTH CAROLINA 
Clinton 
JACOBS, DILLARD 


Jacobs Building 
J. F. Jacobs. o 








The next issue of the 
Television Age 
Commercial Quarterly 
will be published 
December 26 
It will include the 
Television Age 
Semi-Annual Directory 


of Commercial Producers 


For preferred position 


reserve space now 
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TENNESSEE 
Memphis 


KREMER, MERRILL, INC. 

1930 Exchange Bldg., zn 3 

Ernest Lee, p: Homer Gentry, sec; 
exec vp, treas; Charles Montgomery 
Michael Weiss, aes 


Robert Cooper, 
Edmunda Fry, 


LAKE-SPIRO-SHURMAN, INC. 

Radioe Center Bidg., zn 3 

Jane Zussman, d creative work, ae; Leonard Ccok, arm 
i; Mrs. M. Ross, prodn mgr 


SIMON & GWYNN 

3329 Poplar Ave., zn 11 

C. E. Gordon, prodn mgr, art d; W. E. Davidson, tr d, 
ae. 


Nashville 


BUNTIN & ASSOC. . 
Penthouse, James Rebertson Hotel, zn 3 
William Allison Buntin, yp, d pub rel; Edwin J. 
Schuffman, asst creative d 


CULBERTSON, KING & SMITH 
708 Sudekum Bilde., zn 3 
William R. Culbertson, 0, ae 


NOBLE DURY & ASSOC, 
Life & Casualty Tower, zn 3 
Clifford Johnston, art d; Leslie Smith, prodn mgr. 


SAVAGE, STANFORD, HAMILTON & KERR 
Third Natl Bank Bidg., zn 3 

Al Kerr, ae; John M. Savage, ae; R. C. Manning 
ae; Betty Jo Hamilton, copy chf & prodn 


TEXAS 
Dallas 


ADVERTISING ASSOC. 
5749 Swiss Ave., zm I4 
E. M. Killion, tv-rad d 


DON L. BAXTER, INC. 
Fifth Fleer Corrigan Tower, zn 1 
William L. Coulter, vp, tv-rad d 


SAM BLOOM ADV. 
512 S. Akard St., zm 2 
Hillman Taylor, tv-rad d 


CRANDALL CORP. 
1710 Jackson St., zn 1 
Don H. Fowler, art d 


CROOK ADV., INC. 
407-411 Adolphus Tower, cu | 
Jack Sution, art d 


GLENN ADV., INC. 
620 Republic Bank Bidzg., zn 1 
Mark Leonard, prodn mgr. 


GRANT ADV., INC. 
2003 Davis Bldg., zn 2 
J. K. Hughes, wp; Jane Achor, copy d 


HEPWORTH ADV. CO. 
3403 McKinney Ave., zn 4 
Winstun Ball, prodn mgr 


McCARTY CO. OF TEXAS 


1500 Jackson St., «zn 1 
Mary Hukel, prodn mgr 


PAMS ADV., INC. 
3123 Knox St., en 5 
Charis McLine, Shirley Rust, prodn mgrs 


DON’T PAY RESIDUALS 


SKILLED TALENTED PERFORMERS FOR 
TELEVISION COMMERCIALS & SHOWS 


ALL-TAME ANIMALS 


550 FIFTH AVENUE, N Y. 
Circle 7-2550 








per, 
Fry, 


mgr 


ing, 





RANDALL PERRY ADV. 
702 Texas Bank Bldg., zn 2 
James W. E. Randall, part, copy chf, tv-rad d. 


RATCLIFFE ADV. 
1911 Mercantile Bank Bidg., zn 1 
m. K. Ratcliffe IJr., ae. 


ROGERS & SMITH ADV. AGENTS 
505 N. Ervay 
Sheldon Kaplan, ty-rad dept mgr. 


ROMINGER ADV. 
708 Kirby Bldg., zn 1 
Barton D. Rominger, ae. 


SANDERS ADV. 
5531 Yale Blvd. 
Ben January, tv-rad d. 


TAYLOR-NORSWORTHY, INC. 
Dallas Fed. Savings & Loan Bldg., zn 1 
Jim Pratt, tv-rad d. 


TRACY-LOCKE, INC. 

2501 Cedar Springs Rd., zn 1 

Lawrence E. DuPont, vp & ty d; Paul Girard, asst 
ty d & tb; Ernestine Parker, md; Howard Fisher, 
asst tv d; William J. James, exec vp & ae; F. Ray 
Davidson, ae; Paul G. Rafferty, ae. 


Ft. Worth 


FULLER & SMITH & ROSS 
909 Dan Waggoner Bldg. 
Stanley Schlenther, vp-mgr. 


JACK T. HOLMES & ASSOC. 
927 Eighth Ave., zn 4 
Peter J. McKone, a mgr. 


Houston 


AMS ADV. 
3011 San Jacinte Blvd. 
A. M. Shackeroff Jr., o; John Watkins, vp. 


AYLIN ADV. 
904 Lovett Blvd., zn 6 
Miss Josephine Moore, tv-rad d. 


BOONE & CUMMINGS 

3003 Louisiana St., zn 6 

Woods A. Robinson, prodn mgr; Lauri Reese, tv 
rad d 

DUDDLESTEN, WAYNE & ASSOC. 

4904 Travis St., zn 2 

Frances E. Jenkins, copy chf, md, ae; Edward M 
Norton, m b, prodn mgr, tv-rad d, ty tal b, ae; Steve 
Kash, art d 


GOODWIN, DANNENBAUM, LITTMAN & 
WINGFIELD, INC. 
P. O. Box 22212, zn 27 


John Paul Goodwin, p; Anna Jane Wingfield, vp; Danny 


Kirk, ty-rad 


GREGORY-GIEZENDANNER CO. 

3005 Lou na, Box 66357, zn 6 

Miss Maudeen Marks, publicity d; Miss Annette 
Kercheval, tv-rad d; Mrs. Lynne Chesnor, prodn mgr. 





GULF STATE ADV., INC. 

P. O. Box 6733, zm 5 

Jo MacKenzie, prodn mgr; Paula Reece, ty-rad d, tb, 
tal 


RICHARD L. MINNS ADV, INC. 
2304 Waugh Drive., P. O. Box 6032, zn 6 
D. F. Berry, Jo Ann Kopecky, Ray W. Cooley, Dorothy 


Sherwood. ae 








AL STAHL 


ANIMATES 


EVERYTHING 
ANIMATED PRODUCTIONS, INC. 


1600 BROADWAY NY.19,NY. CO 5-2942 











NAHAS-BLUMBERG CORP. 
605 MecGowen St., zn 6 
Fred J. Nahas, B. L. Blumberg, Nathan A. Zelikow, 
parts; Mrs. Diana Muth, copy chf, Helen Macarthy; 
Pat Braudirck; Lucien Cullen 


ULLRICH & BROWN ADV. 
P. O. Box 13175, zn 19 
Carl D. Bond, ty prodn. 


ZIMMERMAN ADV. 
603 Avondale Ave., zn 6 
W. B. Zimmerman, o. 


VIRGINIA 
Richmond 


CARGILL WILSON & ACREE, INC. 
201 E. Franklin St., zn 19 
Lawrence Kaplan, ty-rad d 


WASHINGTON 


Seattle 


ADCO, INC. 
7 Valley St., zn 9 
Barbara Miller, copy writer; Lyle Seufert, artist. 


AMS 
1500 Westlake N., zn 9 
Paul Dunstan, ae; Gerald T. Thorsen, ae 


FREDERICK E. BAKER & ASSOC. 
Joseph Vance Bidg., zn 1 
Rufus T. Carlson, creative d 


BOTSFORD, CONSTANTINE & GARDNER, INC. 
1400 Tower Bldg., zn 1 

Thomas L. Blosl, ty-rad d; Douglas Murray, vp. 
art d. 


COLE & WEBER 
Republic Bldg., zn 1 
Robert G. Hurd, ty-rad d. 


RUNE GORANSON CO. 
314 First Ave., W., zn 99 
Rune Goranson, 0; Virginia F. Hays, copy-md. 


GRANT ADV., INC, 
203 Norton Blidg., zn 4 
William M. Burke, vp, mgr, ae. 


KRAFT, SMITH & EHRIG, INC. 
1108 Tower Blidg., zn 1 
Paul Smith, tv-rad 4. 


MeCANN-ERICKSON ADV. (U.S.A.) 

Northern Life Tower, zn 1 

¥. G. Mullins, vp, mgr; K. F. Michaels, vp; Eric 
Jeschke, copy chf; Gerri Richardson, md 


MILLER, MACKAY, HOECK & HARTUNG, INC. 
510 Virginia St., zn 1 

Gerald A. Hoeck, vp, ae, sec, ty-rad d; Marlowe 
Hartung, vp, treas. art d; Roger S. Bye, copy chf; 
Burrel Brumbaugh, prodn mgr 


PACIFIC NATIONAL ADV. 

2124—1th Ave., zn 1 

Frederick D. Sprague, vp, creative d, ae; Grant Mer- 
rill, tv-rad d; Monte Solkover, prodn coordinator, ae 


ROBERT NICHOLS ADV. ASSOC, 
310 15th Ave. N. 
R. S. Nichols, p; A. W. Simon, ae. 


CAPPY RICKS & ASSOC. 
1117 2nd Ave., zn 1 
Phyllis O. Miller, tv-rad d. 


Tacoma 


LOWARD R. SMITH CO. 
1720 Tacoma Ave., zn 5 
Larry Huseby, tv-rad. 





Storyboards 
tracks 


sound 


design 
\ive acto? 


Lars Calonius Productions, Inc. 
45 West 45th Street, New York 36, N.Y. 








Film 


Recording Studios 
411 Fifth Avenue 


New York 
is 
NOW 


4 11 Recording 


Studios, Inc. 


e for recording (film and sound) 
e for scoring 

e@ for mixing 

e for foreign language dubbing 

e for transfers 


© for looping 


Mu 3-761 
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NEW ORLEANS KITCHENS (Cun- | 
ningham & Walsh, Inc.) used fine | 
sets and exquisite close-ups of food. | 
They were one of 63 advertisers (and 
their agencies) selecting KTTV Tape 
Productions to make 287 quality 
commercials for television in the 
last six months, Contact Bob Fierman | 
at 


KTTV TAPE PROBUCTIONS 


5746 Sunset Bivd., Hollywood 28, Calif. 
HO 2-7111 














when you 
can get 
everything | | 
you need 
from the 
R/G 
music 
library! 


[sp The finest in 
library music 
from a 
shepherds 
flute to a full 
symphony 
orchestra... 
from Basin 
Street to 
Beethoven 
... and with 
R/G’s special 
talents your 
selections can 
be edited to 
give that 
“original” 
score! 

Write, wire, or call 


ROSS-GAFFNEY inc. 
45 West 45 St., New York 36, N.Y. 
JUdson 2-3744 
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| prodn; 


WEST VIRGINIA 


Huntington 
JOHN J. McCORMACK ADV., INC. 


213 Ninth St. 
Mrs. 


Wheeling 


GUTMAN ADVERTISING 


Carol Brodtrick, ty-rad d 


co. 


Peoples Federal Bldg. 


D. Milton Gutma 


| Milwaukee 


n Sr., 0; D. Milte 


Helen Gaynor, tv prodn. 


WISCONSIN 


on Gutman Jr., tv 


LAKER, JOHNSON & DICKINSON 


740 N. Plankin 


John R. Meagher, tv-rad d; 


BARNES ADY. 
312 E. Wiseons 
Norman E. Morey 


CARNEY ADV., 
238 W. Wiscon 
James Pearson; 

Bruni; 


JOHN F. COST 
1324 W. Wisco 


Ww. G. 
Muriel Anderson. 


ton, zn 3 


in Ave., zn 2 
, art d 

INC, 
sin Ave., zn 3 
Carney ; 


IGAN, INC, 
msin Ave., zn 3 


Dan Bolda, prodn mgr. 


CRAMER-KRASSELT CO. 


733 N. Van Bu 
Roger W. LeGra 
James F. 


BERT S. GITTI 


Lewis, 


ren St., zn 2 
nd, vp & ty d; 
ae. 


NS ADV., INC, 


739 N. Broadway, zn 2 


James D. Laoper. 


AL HERR ADV. 
225 E. Michigan St., zn 2 


Pat Kocian, vp; 


Reuter, tv-rad writer-prod; 


prod. 


Roy Rafenstein, 


Ron Car 


Jerry Sinanek; 


Will Johnson, creative d 


Alex 


Ken Hegard, ae; | 


ty-rad d; Sally 
son, ty-rad writer 


KLAU, VAN PIETERSOM, DUNLAP 


744 N, 4th St. 


+a 3 


Fred F. Crowl, ty-rad d. 


MAERCKLEIN 
525 E. Michiga 


ADV. 


mn St., zn 2 


John P. Koch, prodn mgr. 


MATHISSON & 


ASSOC. 


411 E. Mason St., zn 2 


C. A. Mathisson, 


p; Walt E. 


Krueger, exec admin; 


John Severson, tv-rad d; Robert Geary, asst ty-rad d; 


Hugo Bauch, ae. 


SID STONE ADV. 
212 W. Wisconsin Ave., zn 3 
Edgar C. Goethel, art d 


Abbreviations . 


Abbreviations used in this direc- 


tory; b—buyer; th—timebuyer; 





ae 


account executive; c—com- 


mercial; chf—chief; m—media; 


d—director; p—president; 0 — 


owner ; 


rad—radio; 


vp—vice 


president; part—pariner; sup— 


supervisor ; mgr—manager ; bdcst 


—broadcast; pr od—producer; 


prodn—production; g, gen 


eral; ta 


/—talent; 





gen- 


flm—film; 


optns—operations; traf—traffic; 


serv—service; 


tape; 


sp—spot ; 


vt, wv 


ir—video- 


pgmng—pro- 


gramming; grp—group; chmn— 


chairman ; zn—zone ; bd—board. 


| ie ey a AY 


levilel. Maiait) im te)s)tl eile), F 
EDITORIAL and TECHNICAL SERVICES 


R. For Better FILMS 


CREATIVE EDITING AND COMPLETE 
PERSONAL SUPERVISION 


JOSEPH JOSEPHSON 


Circle 6-2 


45 
146 


West 45th St 





New York 36 














Source Book 
of 

TV Success 
Stories 
Volume Two 


Over 400 case histories 
from every size market, 
demonstrating tv's ability 
to sell! 


Product Groups Include: 


Shoe stores and 
Manufacturers 


Farm Implements and 
Machinery 


Electric Power Companies 
Gas Companies 

Telephone Companies 
Insurance Companies 
Coffee Distributors 

Men’s Clothing Stores 
Cough and Cold Remedies 
Electrical Appliances 

Beer and Ale 

Department Stores 


Restaurants and 
Cafeterias 


Moving and Storage 


Television and 
Radio Receivers 


ONLY $9 00 PER COPY 


Television Age 


444 Madison Ave., 
New York 22, N. Y. 











TAPE §a@e aR 


1546 Argyle, Hollywood 28, Calif. / HOllywood 2-6171 - central 
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|Exclusively| With ACME! 


™ 
VIDEOTAPE 


STILL 


the only 
laboratory offering 


y RVI ; A PARTIAL VIEW OF ACME'S TVR DEPARTMENT 
Shown above 2 Ampex Video Tape Recorders and master control console. 


(No other film laboratory in the country is equipped with 


















Videotape* Recorders.) 


in BOTH Film and Videotape’* 


Including the finest in 


VIDEOTAPE* TO FILM TRANSFERS 
Don't be misled. Acme is the only mo- VIDEOTAPE* RECORDING 


tion picture laboratory in the country 
equipped with Videotape Recorders. 


We proudly invite your inspection. VIDEOTAPE* DUPLICATING 
ae VIDEOTAPE* VIEWING & EDITING 


acme "4 
film = sie acl 
laboratories, | 


1161 N. Highland Ave, 
Hollywood 38, Calif, 
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Spot (Continued from page 22) 


Galveston, 21 and 28; Miami, 22 and 
36; Portland, Ore.; 24 and 34; Co- 
lumbus, 25 and 30; Sacramento- 
Stockton, 27 and 44; Denver, 28 and 
18: Albany-Schenectady-Troy, 29 
and 41; New Orleans, 30 and 34; 
Oklahoma City-Enid, 32 and 49; 
Tampa-St. Petersburg, 33 and 55; 
Omaha, 35 and 46; Des Moines, 36 
and 58; Rochester, N.Y., 37 and 54; 
San Antonio, 38 and 68; Tulsa, 39 
and 53; Norfolk-Portsmouth-Newport 
News-Hampton, 40 and 55; Wichita- 
Hutchinson, 42 and 61; Spokane, 42 
and 78; Cedar Rapids-Waterloo, 46 
and 60; Fresno, 47 and 76; Phoenix- 
Mesa, 48 and 83, and Portland- 
Poland Spring, 49 and 57. 

Some rank higher in the agency 
television markets than they do in 
the spot totals. These may be checked 
on the table. 

The continuing trend of spot bill- 
ings as indicated by the FCC annual 
figures is also shown. Figures for 
1957 and 1958 are given as well as 
those for the past year. Percentages 
of increase each year since 1956 are 
shown. While the number of stations 
in the markets or reporting to the 
FCC has changed in some instances, 
these changes are noted in the foot- 
notes. 








Robert Schneider, formerly research 
manager for CBS Television Spot 
Sales, is joining Edward Petry & Co. 
as director of research, it has been 
Martin L. 
executive vice president. Before join- 


announced by Nierman, 
ing CBS a year ago he was media 
research assistant at Sullivan, Stauf- 


fer, Colwell & Bay les. 


Only a few decreases are indicated 
in the table, and in most instances 
there is a reason for the decrease, 
such as failure of some stations .to 
report or a change in the number of 
outlets. 

The importance of the spot totals 
in station income can hardly be over- 
estimated. Industry studies indicate 
that on an average spot billings make 
up from 40 to 50 per cent of a sta- 
tion’s revenue. Network and local are 
almost equal—ranging on the aver- 
age station between 23 and 28 per 
cent each. Miscellaneous revenues 
are between two and six per cent on 
most stations. 





Program (Continued from page 25) 


tribute the profits more evenly. We 
substitute personality for action—we 
use Roy Campanella or Dow Finster- 
wald—rather than a posse or 12 
squad cars.” A fast and tight produc- 
tion schedule is maintained, and be- 
cause of the nature of the shooting 
(tape) and because of the length of 
the programs the same crews are often 
utilized on three different programs 
on the same day. 

The company distributes with a few 
hard-hitting salesmen, and Mr. Steloff 
estimates that with 15 good deals he 
can get his costs back on a given 
program. And since he has established 
himself, he notes that many stations 
are ordering his latest package, Go!/ 
Tip, on the strength of his previous 
delivery record. With his talent-par- 
ticipation deals, he finds that even his 
writers will go out and sell, and his 
producers will call on agencies. 

“The basic five-man sales force has 
distributed Heritage properties in 
more than 100 markets, with Campy’s 
Corner alone accounting for more 
than half of them. Golf Tip of the Day 
is currently sold in 35 markets, and 
Magic Moments in Sports, which has 
a spring release date, has been sold 
in 15 markets. Approximately half of 
the stations presenting the programs 
use tape; a high-quality film transfer 
is available for those outlets which 
lack tape facilities. 

A low-pressure personality, almost 
a diffident one, Mr. Steloff came up 
through the hurly-burly ranks of the 





film distributors, After a short stint 
with radio station wwoc Washington 
in sales after the war (he was recalled 
into the Navy for two years during 
the Korean conflict) he joined Ziv’s 
sales force distributing half-hours. He 
joined Matty Fox’s C & C Television 
Corp. in 1955 distributing the RKO 
pre-48 package of features, and re- 
signed a year-and-a-half ago, con- 
vinced that “great ideas would sell, 
and were worth gambling on.” 

He bought the rights to a local New 
York radio program, Campy’s Corner, 
and began syndicating the show to 
radio stations. Less than a year ago 
he began making a television version 
of the program, in which the great 
baseball catcher, paralyzed from the 
waist down as a result of a automobile 
accident, interviews guest celebrities. 
The other programs followed in amaz- 
ingly short order, and Heritage today 
is swamped, but not overcome, by 
many ideas for offbeat programs. 

The executive structure of Heritage 
Productions is uncomplicated. Mr. 
Steloff is president, Herb Pearson is 
executive vice president, Ed Palmer 
is sales manager, and Don Miskie is 
assistant to the president, coordinat- 
ing production and sales. The areas 
of responsibility are not that fixed, 
however, since, as already indicated, 
there is real team spirit in evidence 
at the company. Dow Finsterwald has 
on occasion insisted on working week- 
ends to complete a Golf Tip of the 
Day production schedule; Roy Cam- 
pannela, despite his affliction, is 
anxious to go on personal-appearance 
tours to promote his show. 

Where does Heritage go from here? 
Mr. Steloff isn’t sure. Now that he is 
in the field he knows he must keep 
producing, and he must decide how 
big he wants to get. “The next move 
is to a massive overhead, but then you 
must have access to millions. | think 
I'd rather do one or two million a 
year and distribute it than do $20 
million a year and need another $15 
million to get off the nut.” Another 
point in favor of the specialty-shop 
operation: every one of the company’s 
shows has financed itself, and, unlike 
many distributors, Heritage has never 
dealt with a financing organization. 
Mr. Steloff hopes to keep it that way. 
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WITHIN A STONE’S THROW 
OF COMMUNICATIONS ROW! 






































One of New York's 
most desirable locations 


MADISON AVENUE 
AT 52nd STREET 





A Bigger and Better 


Ayekibive 
HOTEL 

Just steps from anywhere... 
now with 500 individually deco- 


rated rooms and suites — and 
completely air conditioned. 





The magnificent new 


BARBERRY 


17 E. 52 St. 
Your rendezvous for dining 
deliberately and well... 
open every day of the week 
for luncheon, cocktails, 
dinner, supper. 


PLAZA 3-5800 ¢ TWX: NY 1-138 
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Banking (Continued from page 29) 


For the account, equal amounts of 
money were put into ads in The 
Saturday Evening Post, Sunday sup- 
plements and daily newspapers, and 
into tv with spots in The Jack Paar 
Show and local news-program spon- 
sorship. 


Awareness Up 


A survey conducted after the cam- 
paigns had run revealed that tv 
viewers were considerably more 
aware of the association’s efforts than 
were readers of print. About 67 per 
cent of viewers were able to give 
“unaided recall” of the advertiser, 
and a large percentage demonstrated 
a knowledge of the commercials by 
mentioning at least two “selling 
points.” 

To show the large number of simi- 
lar institutions successfully using tv, 
Mr. Gross compiled a record of 161 
banks, 20 mutual savings firms, 57 
loan and mortgage companies and 12 
investment concerns that bought tv 
schedules in 52 U. S. markets during 
the first quarter of this year. Addi- 
tionally, and of importance to Broad- 
view, 111 savings and loan companies 
used tv in the same period (fig. 1). 

A special TvB survey of long-term 
video advertisers in the financial field 
covered a number of companies on 
the air at least three years. Of the 
group, all the firms used the medium 
on a year-round basis, one of three 
utilized the same schedules con- 


tinually, and two of three used addi- 
tional advertising for specific seasons 
or promotions. 

About 56 per cent of the companies 
reporting found their tv efforts “very 
successful,” 37 per cent thought the 
results were “good,” and the remain- 
ing seven per cent expressed an “in- 
different” attitude. The average 
company put 30-40 per cent of its 
total advertising budget into tv, but 
the percentages ranged from 10 to 
80 per cent over-all. For the future, 
one of three reporting firms planned 
a video budget increase, and two of 
three figured on spending at least 
the same amount of money. 

The midwest area had the greatest 
number (48) of savings and loan 
firms using tv in 17 cities, and Mr. 
Gross presented a breakdown of 
their activity. The schedules ranged 
from a Kansas City company using 
one ID during an average week to a 
Minneapolis organization that bought 
10 programs of 30-, 15-, 10- and five- 
minute length plus a spot schedule 
of minutes and 20’s weekly. A heavy 
emphasis on ID’s, however, was 
placed by 26 of the companies. 


94 Per Cent Tv Homes 


Final points brought out in the 
presentation included the fact that 
94 per cent of homes in the Cleve- 
land market are tv homes, and that 
newspaper cost-per-thousand in the 
area has increased 25-33 per cent, 
1959 over 1950. 

To show Edward Rupert how his 





Commer- 
cial 
Region banks 
Midwest (17 cities) 46 
West (13 cities) 39 
South (11 cities) 41 


East (11 cities) 35 





Financial Institutions on Tv 





Total 52 cities 161 





Vutual loan, Invest- Savings 
savings mortgage ment and 
banks cos. cos. loan 
3 18 1 48 
2 18 8 38 
] 15 a 14 
14 6 4 11 
20 57 13 111 


Source: BAR Reports, Ist quarter 1960, 52 markets 
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would sell, wsw-Tv 
piped the brief spots via closed cir- 
cuit to a receiver in the conference 


commercials 


room. The company president found 
them humorous enough to ask for 
a second showing. The commercials, 
he thought, would do just what he 
wanted—keep Broadview’s name 
before the public and entertain as 
well. 

Allied Advertising and the station 
suggested a 13-week schedule of eight 
ID’s in prime time weekly. Mr. 
Rupert had just one suggestion: run 
the eight ID’s for 26 weeks. No one 
argued with him. 

Broadview Savings & Loan’s first 
commercials begin running _ this 
week. Initially, the company is going 
to concentrate its video activity on 
the Christmas Club drive, and plans 
to check the number of members 
joining this year over last year in an 
analysis of the spot campaign’s effec- 
tiveness. 

One thing already certain is that 
TvB feels it has some effective selling 
points in its banks-on-tv presentation. 





Newsfront (Continued from page 17) 


achieve low cost-per-thousand as an 
end result but not as a prime goal. 

Mr. Duram countered the basic 
argument of formula programming 
with these points: 

1. The media objectives of televi- 
sion are gained not by programs, but 
primarily by wise facility decisions 
based on the right time period, the 
full network, adjacencies and compe- 
tition. 

2. The differences between a show 
with a high rating and one with an 
average rating tend to diminish over 
any 13-week period. 

3. If audience-cost efficiency must 
be the goal, just consider that the 
television medium is basically so effi- 
cient that even so-called “egghead” 
programs such as Omnibus have a 
cost-per-thousand comparable to or 
lower than such widely read publica- 
tions as Life and Reader's Digest, 
namely, a $2.15 per thousand adults 
reached. 

1. New reaches in cost-per-thou- 
sand efficiency can be attained by 


program innovations not yet tried. 





Beaumont Broadcasting Corp. is building a new television center on a two- 
acre tract in northwestern Beaumont at 2955 Freeway West. The KFDM-TV 
channel 6 outlet will be of contemporary modern design and will house studios 
and offices in its 16,000 square feet. Studios will be 20 feet in height, with a 
working floor area of 7,500 square feet. Executive and programming offices 
will surround the studio area in an 
ing an open patio to be developed into a Japanese rock garden with pool. The 


“L” shape, with the entire complex form- 


building is expected to be completed and occupied by the first of the year. 


The KFDM-TV transmitter and tower will remain at its present location at 


Vidor, Tex. Station is owned by Beaumont Broadcasting Corp., of which D. A. 
Cannan is president, and C. Blakey Locke executive vice president and general 


manager. Ingram & Harris designed the building and is supervising its con- 


struction. 





Commercial Attention 

Does a high program rating guar- 
antee the sponsor’s commercials will 
get a proportionately high recollection 
rating ? 

Not necessarily, in the opinion of 
Arthur H. Wilkins, vice president and 
director of advertising and develop- 
mental research of Benton & Bowles. 

Speaking before the sixth annual 
conference of the Advertising Re- 
search Foundation, Dr. Wilkins told 
of the work his agency has done in 
this area and offered the suggestion 
that ARF pursue further research in 
this direction. 

In its preliminary work Benton & 
Bowles started with the idea an ad- 
vertiser would like adequate program 
evaluation covering three general 
areas: the number of people viewing 
his program, the composition of this 
audience in terms relevant to the mar- 
ket for his product, and the effect the 
program has on the audience's recep- 
tion of his commercial. 

Of these three areas, the first is 
covered by the rating services, in the 
opinion of Dr. Wilkins. Similarly, the 
rating services provide basic informa- 
tion on audience characteristics. But, 
until recently, the area of audience re- 


action to programs, insofar as this 
bears on reception of the commercials, 
has been largely unexploited. 

The development which offers more 
information on this subject is TVQ 
a percentage which describes how 
many of the people who have seen a 
show regard it as one of their favorite 
tv programs. Since these TVQ scores 
are put out monthly for every prime 
time network program, one might 
hope that they could be used to sup- 
plement or qualify the basic program 
ratings. 

Actually, in the opinion of Dr. 
Wilkins, TVQ scores have not been 
used in this way except in a very 
limited sense. If program A has a 
rating of 20 and a TVQ of 20, and B 
has a rating of only 15 but has a Q 
of 40, most advertisers will take the 
higher-rated show and forget about 
the Q. This decision may not neces- 
sarily be the correct one, the Benton 
& Bowles executive believes. 

With this in mind, the a~ency has 
been evaluating commercials in terms 
of how memorable they are under 
normal viewing conditions. One 
thought was to try to devise a more 
direct measurement of commercial ef- 
fectiveness. The second was to find 
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The media analysis team of Brooke, Smith, French & Dorrance, Inc. in a ‘‘do 
not disturb,” “‘right-through-lunch”’ emergency session. L. James Schneider, 
Vice President and Account Executive; George Johnston, Vice President and 
Director of Media; John S. Pingel, Executive Vice President; Hal E. Rumble, 
Vice President and Manager of Media Department; Charles V. Hicks, Vice 
President and Creative Supervisor. 


DOUBLE OR NOTHING 


This decision calls for competent media information 


















Situation: . . . sudden change in client plans. 
Requirement: more space per ad; more time per commercial...with the same budget! 


Need: ...... immediate access to capsuled reviews of the relative virtues of the 
media that had been painstakingly worked into the schedule before 
the change-order came through...and of others that may now be 
considered. 


Solution:. ... check SRDS media listings, market data and whatever good, perti- 
nent information can be found in files, desk drawers and—they hope 
—in your Service-Ads in SRDS. 


Question: . . . all of your selling actions have made their impressions on some or 
all of these decision makers—so have your competitors’— but right 
now, how well are you serving their buying actions? 


Opportunity: with competent strategically positioned Service-Ads in SRDS 
YOU ARE THERE selling by helping people buy 


SROS Standard Rate & Data Service, Inc. 


the national authority serving the media-buying function 


Walter E. Botthof, Publisher . @ | @ 
5201 OLD ORCHARD RD., SKOKIE, ILL., ORCHARD 5-8500 1: 
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SALES OFFICES — SKOKIE, NEW YORK, ATLANTA. LOS ANGELES 
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out how accurate memorability scores 
were. Specifically, the purpose was to 
find whether scores were influenced 
by factors extraneous to commercials 
themselves. 

Method for testing commercials was 
to run them on a prime-time network 
program and conduct random tele- 
phone interviews the following day. 
Questioners asked whether the house- 
wife answering watched tv the pre- 
vious night; whether she remembered 
the commercial for the test brand; 
then, what programs she saw on tele- 
vision the previous evening. If she 
named the program carrying the test 
commercial, an attempt was made to 
trace their activities during the course 
of the program. This information is 
used to define the commercial audi- 
ence—those persons who were in the 
room with the tv set at the time the 
commercial itself was on the air. This 
commercial audience forms the basis 
of the Benton & Bowles memorability 
score—those persons whose playback 
of the commercial is sufficiently 
specific and correct to prove that they 
remembered the test commercial. 

In a systematic check of the results 
of nearly 100 such commercial tests 
conducted over a period of more than 
two years it was found that there were 
characteristic differences in audience 
activity between programs. Most 
striking fact was that the proportion 
of commercial audience which was 
“just watching” the set at the time of 
the commercial and not engaging in 
any other activity varied markedly 
from show to show. In some cases 
half the commercial audience was just 
viewing tv, while in other cases fewer 
than 30 per cent were just watching, 
the remainder being involved in some 
other activity along with tv viewing. 

A check of the “more attentive” 
and “less attentive” segments of audi- 
ence showed the first was 67 per cent 
higher in commercial recall than the 
second. 

The commercial in question adver- 
tised Ansco film—a product of equal 
interest to men and women. It was 
run three times on Law of the Plains- 
man, and each time 100 men and 100 
women viewers were interviewed. It 
was shown that 31 per cent of the 
men in the program audience remem- 


bered the Ansco commercial, as 
against only 25 per cent of women. 
If these percentages are entirely ac- 
curate, they would project to a differ- 
ence 18 per cent more effective for 
men, although the rating for the show 
at this time was 21 among women and 
20 among men. 

This direct evidence that variation 
in attentiveness can have a substan- 
tial effect on the value of a program 
as a commercial vehicle is worthy of 
more study in the opinion of Dr. 
Wilkins. ; 

Benton & Bowles has dug further 
into the entire subject, including the 
question of the factors which account 
for variations in the audience atten- 
tiveness from program to program. 
Among other findings is one that 
women’s attentiveness tends to in- 
crease as the evening progresses and 
is much higher at 10:30 p.m. than it 
is at 7 p.m. 

The two-day conference heard a 
number of speakers on broadcasting 
research subjects, including Arthur H. 
Hayes, president, CBS Radio; Peter 
Langhoff, vice president, Young & 
Rubicam; Arno H. Johnson, vice 
president, J. Walter Thompson Co.; 
Donald L. Kanter, director, creative 
research department, Tatham-Laird, 
and C. W. Cook, executive vice presi- 
dent, General Foods Corp. 


Yachting Parties 

New York timebuyers were guests 
of KHJ-Tv Los Angeles and RKO 
General on the rechristened yacht 
MAYFE for a series of luncheons 
and cocktail parties recently. The 
MAYFE is taken from the KHJ-TV 
sales slogan—Movies Are Your Fin- 
est Entertainment. KHJ-TV general 
manager Mal Klein, Richard Jacob- 
son, director of sales, and Martin 
Fliesler, director of sales promotion 
and advertising for RKO General, 
were joint hosts at the parties. 

Guests were entered in a drawing 
for a $2,000 boat, given a yachting 
cap bearing the name MAYFE and 
shown a short montage of the new 
feature films acquired by the Los 
Angeles channel 9 station. 

On one of the sailings around Man- 
hattan Island guests included (1. to 
r.) S. Robert Pecka, J. Walter 




























































. 
Thompson; Ray Simms, H-R Ty, 
and Paul Fitzgerald, J. Walter 
Thompson. 

In explaining the purpose of the 
parties, Mr. Klein said: “KHJ-TV is 
the southwest’s movie station. Our 
multiple-showing policy means that 
we want a viewer to watch us once 
a week in prime time, which, in turn, 
means we can offer an advertiser 
truly unduplicated and effective cov- 


erage.” 


Another group making the trip in- 
cluded Johnnie Johns, Jim Kelly and 
Elizabeth Griffiths, all of Fletcher 
Richards, Calkins & Holden. 


ARB telephone coincidentals taken 


during the week of Sept. 12-18 show 
that KHJ-TV totals, representing basi- 
cally different television homes for 
each major plan, deliver cost-per- 
thousand as low as $1.44, Mr. Klein 


explained. 


Another J. Walter Thompson group 
on the yacht included Paul Fitzger- 
ald, Joan Ashley and Helen Davis. 


All guests received a complete run- 
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UPPER PENINSULA 
IS EASILY AVAILABLE 


NOW 





The New $100,000,000 
BIG-MAC Bridge 


carries thousands to the U. P. daily! 


Paul Bunyan Television 
WPBN-TV WTOM-TV 


Traverse City Cheboygan 
One Rate Card 


Covers 25 Northern Michigan Counties 
INCLUDING a big chunk of the U. P. 
ond parts of Canada 


Offering the Only Principal 
City Grade and Grade A 
coverage to Traverse City, 
Cheboygan, and much of Resort-Rich 
Northern Michigan 


Reach the MOST homes with P B N * 


7000 MORE Homes Reached Than Sta. B. 
(M-F, Noon-6 PM) 

1900 MORE Homes Reached Than Sta. B. 
(M-F, 6 PM-Mid.) 

2800 MORE Homes Reached Than Sta. B. 
(Sat. 6 PM-Mid.) 


1900 MORE Homes Reached Than Sta. B. 
(Sun. 6 PM-Mid.) 


*ARB (March, 1960) 
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down of film features, packages, au- 
dience promotion and additional in- 
station’s 


formation on _ the movie 


policy. 


Growth of Television 

Who is the biggest investor in tele- 
vision today? 

No, not the networks, the adver- 
tisers or the television stations. It’s 
you and I, dear reader—the great 
unwashed public. Figures just  re- 
leased by the Television Bureau of 
Advertising estimate public invest- 
ments since the start of the medium 
at $17 billion. 

Second place is taken by adver- 
tisers—$8.8 billion, followed by the 
value of the television plants owned 
by stations and networks—$2 billion. 

These impressive figures and hun- 
dreds of others are included in a new 
TvB pocket piece, “Tv Basics,” just 
mailed to members. 

Television, the release points out, 
is in 88 per cent of American homes, 
while only 86 per cent have electric 
irons, 77 per cent electric clocks, 
toasters or telephones, and 71 per 
cent vacuum cleaners. 

16.2 


million, 


climbed to 
to 52.5 


Tv homes have 
million and_ sets 
while homes with two or more sets 
now total 5.8 million. Some 98 per 
cent of all homes are within the sig- 
nal range of a television station. The 
average time spent viewing tv per 
average home per average day is five 
hrs., two minutes. 

In 1949 there were 51 commercial 
tv stations, while today there are 521. 
The number of tv cities over the same 
period has risen from 28 to 321. 

Total billing for national and local 
advertising in all media last year was 
$11.1 billion, an increase of 7.8 per 
1958. 


came to $1.5 billion, an increase of 


cent over Television billing 
19.3 per cent over the previous year. 
Newspapers had billings of $3.5 bil- 
lion; magazines, $.8 billion; radio, 
$.6 billion; outdoor, $.2 
business papers, $.6 billion, and all 


other forms of advertising, $3.8 bil- 


billion; 


lion. 

Tv led all media in national adver- 
tising last year with $1.2 billion, 
made up of $780 million network 
and $465 million spot, while news- 











papers totaled $826 million and 
magazines $866 million. 

Of the top 100 national advertisers 
97 used television in 1959, placing 
51 per cent of their total budgets in 
the medium. Newspapers received 20 
per cent of the total and magazines 
18 per cent. 

Television’s cost-per-thousand has 
shown a decrease since 1950, while 
the costs of other media have risen. 
According to a Printer’s Ink study, 
the drop in network nighttime tv 
costs is 65 per cent—from 100 per 
cent in 1950 to 35 per cent last year. 
Spot tv costs dropped 40 per cent, 
from 100 per cent in 1950 to 60 per 
cent in 1959. Newspaper costs have 
risen 36 per cent from 100 per cent 
in 1950 to 136 per cent last year, 
while magazine costs have risen 38 
per cent, from 100 per cent in 1950 
to 38 per cent last year. Even spot 
radio daytime costs have risen, from 
100 per cent in 1950 to 157 per cent 
in 1959, a rise of 57 per cent. 




















INTRODUCING THE NEW 


DRYDEN-EAST 


HOTEL 


39th St., East of Lexington Ave. 


NEW YORK 


Salon-size rooms ¢ Terraces ¢ New 
appointments, newly decorated « 
New 21” color TV « FM radio « New 
controlled air conditioning « New 
extension phones in bathroom « New 
private cocktail bar « Choice East 
Side, midtown area « A new concept 
of service. Prompt, pleasant, un- 
obtrusive. 


Single $15 to $22 Suites to $60 
Special rates by the month or lease 


Robert Sarason, General Manager 


ORegon 9-3900 






























In the picture 


C. M. Rohrbaugh (1.), chairman of the board 
and chief executive officer of Kudner Agency, Inc., 
has relinquished the latter title but, at the request of 
the directors, will continue as chairman. Charles 
R. Hook Jr. (c.), president of Kudner, will assume 
the additional duties of chief executive officer, while 
Robert Betts (r.), vice president and copy chief, 
becomes senior vice president and a member of the 
board of directors. He also will serve on the execu- 


tive committee. 


with C&H, and he became creative director of the new firm. 


Sullivan, Stauffer, Colwell & Bayles, Inc., has 
realigned the responsibilities of three of its top 
executives. Raymond F. Sullivan (1.), founder- 
chairman of the agency, will now serve as chairman 
of the executive committee. Brown Bolté (c.). 
previously president, has become vice chairman, 
and Alfred J. Seaman (r.), vice chairman and 
chairman of the executive committee, succeeds Mr. 
Bolté as president. The realignment will “provide 


greater concentration on client service.” 











Effective today (Oct. 17), Paul R. Smith joins Grant Advertising, Inc., as executive 
vice president in charge of all creative services, with headquarters in New York. Mr. Smith 
recently resigned from Fletcher Richards, Calkins & Holden, Inc., where he had been a 
partner and vice chairman of the board as well as supervisor of creative activities since 
Calkins & Holden, of which he was president, merged with Fletcher Richards in 1959. Mr. 
Smith began his career as an electrical engineer with Magnavox but switched to advertising 
in the early °30s, first as a copywriter and then as an art director with the now defunct 
Rankin Co. in Chicago. In 1932 he came to New York and was with Kenyon & Eckhardt 
and D’Arcy until he formed his own agency in 1948. Two years later his agency merged 


Hubert M. Tibbetts has joined Lennen & Newell, Inc., as a senior vice president and 
management account supervisor, it has been announced by Adolph J. Toigo, president and 
chief executive officer of the agency. As head of the Best Foods division of the Corn Prod- 
ucts Co. account, Mr. Tibbetts will be responsible for Karo syrups, Niagara starch, Linit 
starch and Mazola corn oil. Prior to going with Lennen & Newell Mr. Tibbetts had been 
associated with Salada-Shirriff-Horsey, Inc., in the capacity of vice president and general 
manager since 1957. Previously he had been with the advertising and marketing divisions 
of Lever Bros. for seven years; his last position there was as a product group marketing 





Air Force, principally in the Far East theatre. 





The election of George C. Reeves (1.), manager of the Chicago 
office of the J. Walter Thompson Co., as executive vice president, 
and that of Dan Seymour (r.), vice president and head of the 
agency s tv-radio department, to the executive committee have 
been announced by JWT president Norman H. Strouse. Mr. 
Reeves, first to become executive vice president of the agency, 
joined the company in Cincinnati in 1929 as a copywriter; he 
became creative head of the Chicago office in 1944 and manager 
of that office in 1951. Mr. Seymour is well-known for his creative 
approach to television and radio programming. 


manager. A graduate of Harvard University, Mr. Tibbetts served three years in the U. S. 
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LOOK MA, MUSCLES! 





Rochester, Minnesota is the market 
with muscles. It is the fastest growing 
market in the state. 


If you are interested in push-ups, this 
is the market that has been pushing 
up for the last decade—up in con- 
struction, up in population growth, up 
in retail sales. 


As a matter of fact, the annual con- 
sumer spendable income is $886,- 
000,000. 


And you reach this large, growing 
market through KROC-TV which com- 
mands 70% of this audience sign-on 
to sign-off, according to ARB. 


Ask Venard, Rintoul & McConnell how 
easy it is to push up sales for your 


client in the Rochester, Minnesota 


Market. 


KROC-TV 


CHANNEL 10 


Rochester, Minnesota 


National Representative: 
Venard, Rintou! & McConnell, Inc. 


Minneapolis: Harry S. Hyett Co. 


Network Representative Eiisabeth Beckjorden 
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THE LIGHTER SIDE In camera 





Independence in this television age: 
When Nigeria became an independ- 
ent nation this past Oct. 1, the Italian 
community in the Nigerian capital 
of Lagos, to celebrate the event, made 
a gift of 22 television sets for use in 
Lagos high schools. 

* * & 

Our favorite tv commercial for a 
long time used to be the one by a 
well-known dog food featuring a vig- 
orous housewife. The lady would extol 
the ingredients of the sponsors’ dog 
food, ending up her spiel by assur- 
ing us that she had tried several dog 
foods but none had surpassed that of 
her sponsors. 

We don’t know what beat that lady 
is now pounding (or vice versa), but 
she 
Texas. 

It seems that the Texas Feed Con- 
trol Service has been yelping about 


sure is needed now down in 


how the dog-food industry is taking 
advantage of its canine customers. 
The big beef of the service is that 
television commercials are misleading 
the dogs. What they are promised on 
the screen and the labels isn’t at all 
what the trusting hounds are getting. 
This is especially true, it is alleged, 
of a meat-flavored biscuit. What goes 
to the dogs is not a real meat flavor 
but a substitute which no self-respect- 
ing dog should have to accept. 

Quite humanly, the dog-food pro- 
ducers deny it all. 

“We can’t settle whether these bis- 
cuits really have a meat flavor,” says 
an industry spokesman, “until we can 
get a dog who speaks the English 
language.” 

Any volunteers? 

* * % 

Stealing from the young to amuse 
the old: Our seven-year-old wanted to 
know if Robin Hood wasn’t given that 
name because as seen on tv, he was 
always robbin’ and in a stage between 
boyhood and manhood? 

* * * 

Which paragraph of John Crosby’s 
column do you read? From an anony- 
mous sender came a clipping of a re- 
cent Crosby column. We have every 


reason to believe that our anonymous 
provider is a loyal minion of NBC. 
The column was discussing tv’s 
coverage of Khrushchev’s early-morn- 
ing arrival in New York to attend 
(and subsequently spook up) the 
United Nations General Assembly 
sessions. Mr. Crosby’s second para- 
graph contained this statement: “For 
45 minutes, millions of people looked 
at pictures of the ship landing. . . .” 
Then down in the fifth paragraph, Mr. 
“... The networks like 


to suggest they were there 


Crosby wrote: 





but who’s 
looking at that hour?” 
a * 

Life in this television age: Televi- 
sion sets dominate the scene in most 
living rooms today, according to a 
report made recently by the industrial 
design division of General Electric. 

In the included 
visits to 250 homes of middle-income 


research, which 
families in the vicinity of New York 
and Boston, it was found that the tv 
sets took over the most important spot 
in the conversation area in the living 
room or faced the dining table. 

In addition, most housewives, in 
responding to questions, commented 
on the value of their sets as furniture. 
The women considered their televi- 
sion sets as top-quality furniture and 
revealed that they had spent more 
money on their receivers than on any 
other piece in the their living rooms. 
What’s more, the sets were prominent 
in the rooms’ decor. Arranged on 
them were lamps, ash trays, family 
portraits, greeting cards, ceramic cats 
and other decorations usually found 
on end tables and mantlepieces. 

It was also noted that sets in large 
cabinets were placed in fireplaces and 
also as “room dividers” between liv- 
ing and dining areas. A favorite place 
to put the set was in the corner. 

However, the GE designers feel that 
has 
reached its peak. And that tv sets will 


the dominance of the tv set 


be getting smaller and smaller, until 
one day they will be “as inconspicuous 
as wrist watches.” 

But they didn’t say whether they 
mean ladies’ or men’s. 
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The rate of 






..and Albuquerque is the fastest 


crowing city in the nation! 


A rapidly growing city is a city of new 
and expanding industry . . . young and 
active-buying families . . . and tremendous 
sales potential for every advertiser! 


Based on a sound economy, the growth of 
Albuquerque has made this city a billion 
dollar market . . . a market no timebuyer 
can afford to ignore. 


Two years ago, Albuquerque was the 
nation’s 90th market in total retail sales. 
Here are a few of its impressive national 
rankings today: 


65th in Total Retail Sales 
64th in Population 
69th in Total Net Effective Buying Income 


KOB-TV dominates—as it always has- 

the exploding Albuquerque market. KOB- 
TV delivers the most homes (both metro- 
politan and total coverage areas) and the 
most quarter-hour firsts, day and night 
(more than the other two stations com- 
bined.) Your one buy to dominate atomic 


Albuquerque is KOB-TYV. 
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NBC Affiliate 
Albuquerque, New Mexico 


Represented by Edward Petry & Co., Inc. 
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“KEEP TROUBLE OUT OF MIAMI!” 
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SUDDEN DANGER, HIDDEN INTRIGUE! 











FILMED ON LOCATION IN MIAMI! 


Ziv-United Artists captures the adventure, excite- 
ment and romance of America’s fabulous play- 
ground. Now, a TV series destined to be the sea- 
son’s most unusual success. 


Your Ziv-UA man can tell you 
if your market is open! 


The New Power 
In TV Programs... j 


4S Jeff Thomps 


on 


ZIANO 


i Ziv-United Artists, Inc. ‘ 
‘New York 22, NY. ROCKky GRA 


Produced by as "ROCKY" 


SCHENCK-KOCH ENTERPRISES, INC. 














